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r editorial 


Be  Ready  to 

What  a  difference  a  year 
makes.  It  was  just  last 
April  when  Southern 
Caliibrnia’s  Freedom 
Communications  Inc.  launched  the 
Los  An Register.  Freedom  had  al¬ 
ready  opened  the  Long  Beach  Register 
seven  months  earlier  in  August  2013. 

Members  of  the  media  were 
divided.  Some  praised  Freedom  own¬ 
ers  Aaron  Kushner  and  Eric  Spitz 
for  making  such  a  bold  move  while 
others  shook  their  heads  in  dismay. 
With  print  revenue  and  circulation 
on  the  decline  throughout  the  entire 
industry,  didn’t  Kushner  and  Spitz 
know  any  better? 

Well,  apparently,  they  didn’t. 

'The  Los  Angeles  Register  closed  in 
September  and  the  Long  Beach  paper 
shut  down  in  December.  Adding  fuel 
to  the  llamc,  former  I  larrah’s  Enter¬ 
tainment  e.xecutive  Richard  Mirman 
look  over  as  publisher  at  Freedom’s 
remaining  Southern  California  news- 
jiapers,  the  Orange  County  Register 
and  Rii'crside  Press-Enterprise.  Amid 
layoffs,  lawsuits,  and  a  new  publisher, 
should  the  industr\^  look  at  Freedom’s 
f  ailed  experiment  as  a  cautionar>' 
tale? 

But  don’t  he  .so  quick  to  blame 
Freedom’s  troubles  on  the  print  prod¬ 
uct.  'I'ake  a  look  at  Digital  First  Media 
and  the  now-shuttered  Project  Thun- 
derdome.  Created  in  2011,  Thunder- 
dome  was  a  centralized  national  news 
desk  that  created  digital  content  for 
all  of  DFM’s  75  sites.  Despite  being 
an  inventive  idea,  DFM  chief  execu¬ 
tive  officer  .John  Baton  admitted  in  a 
video  intcptiew  (youtu.be/put8UxhL- 
sr8)  Thunderdome  was  cut  in  April 
because  it  was  about  saving  money 
and  as  a  re.sult  of  “failing  fast.” 

“Fail  fast  means  making  decisions 
like  'riumderdome  when  you  think 
it's  not  working.. .If  you  don’t  take 
those  risks,  you  will  fail  permanent- 


Fail 

ly,”  he  shared  in  the  \adeo. 

Perhaps  Baton  is  on  to  something. 
You  have  to  fail  in  order  to  succeed. 
Maybe  failure  doesn’t  mean  a  dead 
end,  but  a  shift  in  direction.  Instead 
of  asking,  “What  did  we  do  wrong?” 
ask,  “Wliat  did  we  ffnd  out?” 

Looking  back,  2014  was  a  bumpy 
road,  not  only  for  Freedom  and  DFM, 
but  for  many  media  companies.  We 
read  about  the  tiring  o^Nexv  York 
Times  editor  .Till  Abramson,  the  high- 
profile  departure  of  Matt  Taibbi  from 
F’irst  Look  Media  and  the  exodus  of 
staff’  members  from  The  Nciv  Repub¬ 
lic.  And  then  there  was  the  Rolling 
Stone  article  detailing  the  rape  of  a  fe¬ 
male  student  at  the  University  of  Vir¬ 
ginia.  When  questions  surfaced  about 
the  account,  which  was  told  entirely 
from  the  female  student,  the  maga¬ 
zine  admitted  it  made  a  mistake  by 
not  contacting  the  accused  rapists.  At 
the  end  of  December,  Rolling  Stone 
announced  the  Columbia  Journalism 
School  would  conduct  a  review  of  the 
article  and  publish  its  findings.  (That 
report  had  not  been  made  public  yet 
at  the  writing  of  this  editorial.) 

If  you  read  my  stoiy  last  month 
about  why  newspapers  need  a  rein¬ 
vention,  one  of  my  key  points  was 
that  the  media  is  always  so  quick  to 
publish  its  own  industiy’s  failures  it 
forgets  to  share  its  successes.  I  want 
to  emphasize  this  column  isn’t  meant 
to  remind  us  about  our  shortcomings 
from  the  past  year.  It’s  to  remind  us 
we  aren't  perfect,  we  will  mess  up, 
but  w^e  will  grow"  and  learn  from  the 
things  w"e  discover  as  we  change  di¬ 
rection.  And  if  we  aren’t  failing,  that 
means  w"e  aren't  tr>ing. 

After  all,  Thomiis  Edison  went 
through  thousands  of  prototypes  be¬ 
fore  he  finally  got  the  light  bulb  right. 
As  his  famous  saying  goes,  “I  have  not 
failed.  I’ve  just  found  10, ()()()  w"ays 
that  won’t  w"ork.”— AV 
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Don’t  forget  Gen  X 

I’m  constantly  anicizcd  at  the  articles 
obsessed  with  millennials.  (“New- 
sosaur:  How  Newspapers  Lost  the 
Millennials,”  December  2014)  If  some 
of  the  industiy  leaders  hadn’t  been 
preN'ionsly  obsessed  \rtth  aging  Baby 
Boomers,  they  might  have  noticed 
Generation  X  surpiissing  the  Boomers 
in  population.  'I'oo  many  newspaper 
leaders  ignored  Generation  X  because 
of  a  varieU’  reasons  (slacker  label,  the 
“Other,”  less  disposable  income),  so 
they  ended  up  in  a  poor  position  when 
the  generational  shitting  became  more 
pronounced.  Genei  ation  X  was  the 
first  generation  to  have  members  as 
traditionally-aged  college  students 
with  email  and  to  enter  the  work- 


I’m  not  claiming  Genera¬ 
tion  X  is  the  most  important 
generation,  but  bad  things 
happen  to  businesses  that 
ignore  a  large  demographic. 


force  with  the  Web.  I'm  not  claiming 
Generation  X  is  the  most  important 
generation,  but  bad  things  happen  to 
businesses  that  ignore  a  large  demo¬ 
graphic.  Additionally,  (Gen)  Xers 
faced  a  tough  job  market  coming  out 
t)f  college  and  a  gray  ceiling  in  news- 
l)apers.  They  were  discouraged  from 
startng  in  newspaper  careers  because 
there  were  so  few  opportunities  to 
move  upward.  Of  anywhere  1  worked, 
the  newspaper  industiy  was  the  one 

(>  I  i;  &!■  I  I  KIUUIAKY  201.5 


most  oriented  toward  maintaining  the 
-status  quo  and  opposed  to  innovation 
by  younger  employees. 

T.R.  GLEASON 

Submitted  on  editorandpublishcr.com 

Local  news  content  will  win 
over  millennials 

Interesting,  but  my  newspapers’ 
competition  isn’t  national  news.  Local 
news  content  is  king.  (“Newsosaur: 
How  Newspapers  Lost  the  Millenni¬ 
als,”  December  2014)  This  is  where  we 
put  all  our  resources.  If  the  millennials 
arc  not  interested  in  local  news,  then 
they  may  well  be  going  to  other  na¬ 
tional  news  sites.  You  can  get  national 
news  at  thousands  of  websites.  There 
is  only  one  local  news  site  for  our  local 
news  and  advertising,  and  we  are  in 
control  of  that  and  the  local  millenni¬ 
als.  So  what  have  we  lost  again? 

RICK  WELCH 

Sidmntted  on  editoraiuipidyluther.com 

Text  is  still  more  superior  to 
technology 

Much  like  watching  video  online, 
when  there  are  stories  that  1  want  to 
digest  quiekly,  text  still  is  superior. 
(“The  Future  is  Now,”  December 
2014)  Does  the  public  really  want  to 
be  immersed  in  a  political  rally  and 
speech?  Being  on  a  farm,  telling  a 
stoiy  by  experiencing  it,  will  all  be 
fabulous  uses  of  this  technologj%  but 
will  those  that  actually  consume  the 
new's  w'ant  to  be  there  for  a  presi¬ 
dential  speech?  Now'  for  events  like 
Ferguson,  yes,  experiencing  the  crow'd 
and  the  anger  w'ould  be  veiy  interest¬ 


ing.  My  fear  is  that  this  could  lead  to 
an  even  greater  dumbing  down  of  the 
public.  We  w'ould  now'  be  chasing  am¬ 
bulances  more  and  avoiding  the  things 
that  need  to  be  investigated. 

CODY  KNOTTS 

Submitted  on  editorandpubUsher.com 

Missing  an  important  point 

Some  interesting  facts  and  stats,  but 
I  believe  an  impoitant  obsen'ation  is 
missing.  New'spapers  are  traditionally 
passive.  (“New'sosaur:  How'  New'spapers 
D)st  the  Millennials,”  December  2014) 
Remember  the  old  classitted  depart¬ 
ments  that  took  calls  of  people  cxilling 
in  to  buy  ads?  Ad  depiutments  had  to 
learn  to  do  more  outbound  sales  to  get 
business,  d'he  same  applies  to  edito¬ 
rial  content.  New'spapers  reK'  on  the 
audience  to  come  ^^sit  their  Web  page. 
Merely  putting  up  a  responsive  design 
w'ebsite,  w'hile  sensible,  is  still  a  pas¬ 
sive  strateg>'.  They  ha\'e  no  control  over 
w'hen  or  how'  often  a  reader  decides  to 
risit.  A  responsive  design  does  not  even 
take  advantage  of  push  notittcations 
or  other  such  tools  that  mobile  devices 
have.  Compai’e  this  to  the  social  network 
sites  w'hich  produce  a  stream  of  notifica¬ 
tions  throughout  the  day.  No  w'onder 
they  risit  the  social  networks  more 
frequently.  New'spapers  need  to  become 
far  more  proactive  and  reach  out  to  their 
audiences. .  .ALL  DAY  LONG.  They 
need  to  jDrovoke  their  audience,  pulling 
them  into  their  content,  notitt'ing  them 
of  new'  content,  w'hat  their  Iriends  are 
reading,  etc.  Merely  w'aiting  for  that 
audience  to  decide  to  risit  them  is  an 
out-of-date  attitude  luid  w'ill  onl\'  lead  to 
further  decline. 

ALBERT  DE  BRUIJN 

Submitted  on  editorandpublisher.com 
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>  Look  Ahead 


Building  Better 
Data  Journalism 

The  Guardians  Swarmize  takes  the  headache 
out  of  surveys,  and  more 

l>y  Rich  Kane 


To  use  Swarmize,  editors  create  a  “swarm."  From  there,  a  developer  builds  a  custom  inter¬ 
active  with  data  collected  from  the  swarm. 


Data  journalism.  Numbers 

and  words. 

Oil  and  water,  for  many  a 
reporter  and  editor. 

Bnt  the  U.K.-based  Guardian 
is  doing  something  that  makes 
the  cross-pollination  of  these  two 
orbits  a  hit  less  intimidating.  Enter 
Swarmize  (swarniize.com),  which 
takes  the  job  of  collecting  data  from 
users  and  turns  it  into  information 
that  readers  can  easily  comprehend. 
Development  for  Swarmize  was  paid 
for  out  of  a  $35,000  Knight  Founda¬ 
tion  grant. 

'fhe  key  is  simplicity,  according  to 
Matt  McAlister,  the  Guardian's  gen¬ 
eral  manager  of  new  digital  business. 

“Iklitors  can  set  up  simple  polls 
and  embed  them  onto  a  Web  page  in 
minutes,”  he  said.  “Developers  can 
build  more  custom  interactives  like 
a  live  TV  feedback  mobile  app.  And 


Swarmize  customers  can  pour  in 
high  volumes  of  data,  such  as  all  the 
tweets  from  a  popular  hashtag,  as  we 
did  during  the  Scottish  referendum 
in  September.” 

To  use  Swarmize,  an  editor  will 
create  a  “sw'arm,”  adding  questions 
about  wiiatcver  they  like  from  a  form 
builder.  Then,  they  either  embed  the 
form,  or  send  the  sivarm  to  a  devel¬ 
oper,  wiio  can  then  build  a  custom 
interactive  from  the  sw^arm.  The  devel¬ 
oper  can  also  pour  in  data  from  other 
sources  like  Twitter  hashtags. 

A  good  e.xample  of  Sw^armize  can 
be  found  at  fcrgusonne.xt.com,  wiiich 
w\as  put  together  as  a  collaborative 
piece  by  several  new's  outlets,  includ¬ 
ing  the  Guardian,  the  St.  Louis  Post- 
Dispatch,  and  the  Riverfront  Tinics. 
The  site  is  essentially  an  online 
community  forum  set  up  following 
the  death  of  Michael  Brow'ii,  and 


►  Matt  McAli¬ 
ster,  the  Guard 
ian's  general 
manager  of 
new  digital 
business 

solicits  comment  and  ideas  from  the 
community. 

And  Sw'armize  data  is  designed  to 
last.  McAlister  said  that  one  of  the 
problems  with  most  data  collection 
is  that  it  seems  to  die  after  the  initial 
new'^s  report. 

“The  data  behind  an  aiticle  or  info- 
graphic  often  exists  in  a  spreadsheet 
on  someone's  computer  somcwiicrc,” 
he  said.  “It  might  be  on  a  publicly 
accessible  Google  Spreadsheet  if  w'e’rc 
lucky.  But  how'  w'ould  you  e^'er  go 
about  finding  that  spreadsheet  again 
after  that  new's  story^  is  over?  It’s  not 
easy.  Sw'armizc  was  designed  to  make 
data  findable,  usable  and  re-usable. 

It’s  easy  to  search  for  data.  It’s  easy  to 
get  data  from  a  prcMous  sw'arm.  And 
we’ve  even  added  a  ‘clone’  feature  so 
editors  can  benefit  from  sw^arms  that 
have  happened  in  the  past.” 

As  an  example,  McAlister  said 
an  editor  could  take  data  from  one 
source,  such  as  local  government 
spending,  and  map  it  against  data  pro- 
\'ided  by  users  in  a  sw^arm  such  as  their 
opinions  of  local  government  scmccs. 

“We  think  Sw'armize  can  help  with 
eveiything  from  lightweight  sun'eys  to 
custom  interactives  to  large  scale,  high 
volume,  fast-paced,  data-rich  initia¬ 
tives,”  he  said.  “We  can  tell  all  kinds  of 
different  stories.” 
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Looks  Are 
Everything 

Yieldmo  rescues  mobile  ads  from  the  “Dark  Side" 

Here’s  a  great  slogan:  “Saving  the  world  from  bad  mobile  ads." 

The  line  belongs  to  Yieldmo,  a  mobile  advertising  solution 
that's  getting  some  big  traction  in  the  publishing  universe. 
And  if  bad  mobile  ads  are  Darth  Vader,  then  Tony  Wills,  the 
company's  general  manager  of  local  advertising,  is  clearly  Luke  Sky- 
walker. 


Wills  has  heard  all  the  complaints;  Mobile 
ads  are  too  small,  they  cover  over  the  entire 
screen,  they  just  don’t  work,  and  on  and  on.  But 
that's  one  of  the  reasons  why  the  company  was 
founded. 

“We  created  the  company  because  of  re¬ 
ally  bad  ads  on  mobile,”  Wills  said.  "Most  of  the 
digital  traffic  is  going  mobile.  The  ad  units  are 
the  same  as  desktop,  but  everyone  shoves  the 
ads  down  to  this  little  environment.  Publishers 
are  always  telling  me  how  disappointed  they  are 
with  mobile  ads  and  how  terrible  they  are,  so 
why  do  publishers  think  they  could  make  money 
at  it?” 

Yieldmo  has  exploded  in  its  relatively  brief  life. 
Wills  said  more  than  500  news  sites  have  hooked 
up  with  Yieldmo's  offerings.  Time  Warner  and 
Google  have  infused  the  company  with  nearly 
$20  million,  helping  it  grow  from  nothing  in  2012 
to  a  New  York  City-based  staff  of  about  70  today. 

Yieldmo's  secret  is  to  make  mobile  ads  as 
unobtrusive  as  possible,  yet  still  be  visible 
enough  to  capture  those  all-important  eyeballs. 
These  aren't  pop-ups  or  cover-up  ads  that  hide 
content  until  you  tap  it  away.  Instead,  they’re 
more  organic,  resting  at  the  top  or  bottom  of  a 
site’s  mobile  space,  or  casually  floating  by  on  an 
infinite  scroll. 

"They're  not  intrusive,  and  they  aren’t  native 
ads  at  all”  said  Wills.  “We're  not  trying  to  fake 
people  out.  We  want  people  to  know  they're  go¬ 
ing  to  advertising  when  they  tap  our  ads.” 

So  far,  Yieldmo  has  worked  with  major  outlets 
like  CNN,  Fox  and  CBS,  and  more  newspapers  are  finding  out  about  what 
they  offer.  Wills  said  the  New  York  Daily  News  ad  department  sold  a 
Yieldmo-powered  mobile  campaign  for  a  local  supermarket  chain,  and 
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►  Tony  Wills, 
Yieldmo 
general  man¬ 
ager  of  local 
advertising 

it’s  proved  so  successful  that 
they've  renewed  the  account  seven 
times. 

But  Wills  said  the  real  story  is 
Yieldmo's  ad  lab,  where  new  ad 
formats  are  tested  to  future-proof 
against  whatever  changes  lay 
ahead  for  the  mobile  world.  "We 
hired  some  really  smart  engineers 
who  create  formats  that  have 
never  been  seen  before,  then  we 
run  them  through,  really  taking 
the  mobile  environment  from  the 
tablets  on  down  and  figuring  out  all 
the  ways  to  monetize  them.” 

And  mobile,  you  may  have  heard, 
is  the  future  of  ad  revenue  for  all 
news  media  outlets. 

"More  than  50  percent  of  digital 
traffic  is  coming  from  mobile 
devices,  so  publishers  are  really 
being  forced  to  figure  it  out,"  Wills 
said.  "We’re  just  trying  to  help  pub¬ 
lishers  in  any  way  possible.” 

For  more  information,  visit 
yieldmo.com.  -RK 


>  Did  You  Hear? 

“Somebody  angry 
about  the  Latinization 
of  LA.  just  wrote  to 
tell  me  he  fears  the 
city  itself  might  wind 
up  with  a  ‘Hispanic 
sounding  name’.” 
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The  Return  of  the  Blog 

The  Dallas  Morning  News  gooses  up  citizen  journalism  with 
a  Knight  Foundation  grant 


The  Dallas  Morning  News 

htia  a  great  plan.  See,  there 
are  these  things  called 
“blogs,”  and  the  point  is  to 
get  ordinaiy  readers  to  write  posts  for 
llie  paper’s  website,  and... 

Wait,  hold  on.  Haven’t  newspapers 
already  tried  to  attract  audiences  this 
^^'ay,  with  mostly  mixed  if  not  dowm- 
right  dismal  results? 

“'fhat’s  an  excellent  question,”  said 
Michael  Landauer,  the  Mornirig Nezv.^' 
digital  communities  manager.  “We’ve 
looked  at  a  lot  of  models,  and  certainly 
there  are  some  that  w'ork  really  w^ell. 
With  our  approach,  w^e  believe  there 
Wexs  to  be  a  journalist  at  the  controls, 
and  a  professional  level  of  curation 
and  coaching  and  gatekeeping.  We 
have  to  build  a  relationship  with  each 
blogger.” 

The  paper  already  has  successful 
long-running  blogs  devoted  to  topics 
like  faith  and  health.  Thanks  to  a 
.S250,{)()0  Knight  Foundation  grant, 
these  new'  blogs,  dubbed  the  Insider’s 
Netw'ork,  can  now'  be  found  at  dal- 
lasnew's.com/insiders.  The  netw'ork 
I’ocuses  on  topics  like  special  needs 
parenting,  lesbian  and  gay  issues, 
and  beer  (because  it’s  Texas).  Tw'o 
other  blogs  highlight  the  suburbs  of 
Richardson  and  Frisco.  Bloggers  are 
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iTIjc  Pallas  Jdiirning  ^'rUl$ 

Insiders  Blogs 

Your  guide  to  niche  passion  topics  and  geographic  areas.  Come 
““  "inside”  and  join  the  conversation. 


>  The  Insider’s  Network  focuses  on  topics  like  special  needs  parenting,  lesbian  and  gay  issues, 
and  beer. 


hand-picked  by  the  MoiningNexvs, 
increasing  the  odds  of  meaningful 
posts,  unlike  the  free-for-all  that  many 
new'spaper  blogs  devolved  into  10 
years  ago. 

“I’ve  learned  you  can’t  force  commu- 
niW  w'riters  into  professional  jour¬ 
nalism  beats,”  Landauer  said.  “Their 
ptissions  and  our  coverage  areas  don’t 
often  align  neatly.  Also,  it’s  better  to 
find  good  wTiters  and  then  train  them 
on  topic  selection.  We  have  to  talk 
a  lot  about  topic  selection  up  front 
because  it  also  sets  clear  expectations, 
then  get  everyone  on  the  same  page 
about  w'hat  I’eaders  w'ill  w'ant  to  hear 
from  the  Insiders.  From  there,  w'e’re 
partners,  not  just  editors  w'ho  accept 
and  reject  someone’s  w'oi’k.” 

But  can  these  blogs  be  successful? 
Reventie-w'ise,  Landauer  said  that 
ads  W'ill  run  w'here  they  make  sense, 
particularly  w'ith  the  craft  beer  blog. 
The  goal  is  to  hit  48,000  unique  view's 

►  Michael  Landauer,  Dallas  Morning  News 
digital  communities  manager 


“We’re  opening 
up  discussions  that 
wouidn’t  be  happening 
if  we  didn’t  create  these 
forums.” 


each  month  on  all  five,  but  he  adds, 

“If  w'e  can  give  10,000  special  needs 
parents  a  place  to  talk  w'ith  each  other, 
there’s  value  in  that  alone.” 

Landauer  hopes  to  expand  the 
Insider’s  Netw'ork  by  as  many  as  45 
blogs. 

“We’r'e  trying  to  pick  passion  areas 
W'here  people  are  honored  to  be  a 
voice  in  those  communities,”  he  said, 
“'fhe  common  thread  among  them  is 
to  give  a  voice  to  the  voiceless.  We’re 
opening  up  discussions  that  w'ouldn’t 
be  happening  if  we  didn’t  create  these 
forums.”  -RK 
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‘CLIQ  Here  tapCLiQ 

New  mobile  ad  platform  strives  to  create  meaningful  interactions 


Chirantan  Bhatt’s  daugh¬ 
ter  is  a  digital  advertising 
genius.  She's  also  seven 
years  old,  and  at  least 
partially  responsible  for  her  dad’s 
creation  of 'I'apCLIQ,  a  location-based 
user  engagement  and  mobile  ad 
])lattdrm. 

It  all  started  a  few  years  ago  when 
Bbatt  ohseiwed  bis  daughter  ftddling 
with  bis  mobile  phone  and  wasn’t  too 
keen  on  the  idea  of  random  ads  being 
flung  at  her.  So  he  thought,  what  if  an 
ad  would  only  ]')op  up  on  your  phone 
at  certain  moments?  Like  when  you’re 
near  a  business  that’s  on  the  hunt  for 
c  ustomers?  One  that  wjusn't  disrupti\'e 
and  messed  up  your  mobile  experience 
the  way  certain  t>pes  of  ads  can? 


“We  help  publishers  reach  an 
audience  when  they’re  most  suscep¬ 
tible,  biised  on  engagement.”  Bhatt 
said.  “With  most  mobile  advertising, 
ex'eiybody  is  bombarding  the  user, 
but  the  user  is  not  looking  at  the  ads 
at  all.  That’s  ‘user  blindness.’  We  help 
publishers  and  retailers  eliminate  that 
blindness.  We  want  to  drive  meaning¬ 
ful  interaction.” 

Key  to  Bhatt’s  “meaningful  inter¬ 
action”  philosophy  is  for  TapCLIQ- 
generated  ads  to  connect  with  mobile 
users  at  those  precise  moments 
wiien  audiences  are  more  likely  to  be 
responsive  to  an  ad.  Pull  up  a  new^spa- 
per’s  app  or  mobile  site,  and  location- 
based  technology'  alerts  you  if  you’re 
in  close  proximity'  to  an  advertiser  y’ou 


>  Chirantan  Bhatt, 
TapCLIQ  founder 
and  CEO 


might  find  interesting.  Yet  the  ad  only 
appears  for  about  10  seconds,  unlike 
intrusive  banner  ads  people  can’t  seem 
to  click  aw'ay'  from  fast  enough. 

“There  are  moments,  logical  break 
points,  at  w'hich  you  can  consume 
something,”  Bhatt  said.  “TV  is  a  good 
!  example.  After  w'atching  TV  for  seven 
I  minutes,  you  can  w'atch  an  ad  for  one 


From  the  Archive 
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►  The  Southern  Newspaper  Publishers 
Association  was  about  10  years  old  when  this 
convention  photograph  was  taken  in  1913. 
Among  those  present  and  still  active  in  the 
group  when  this  photo  originally  appeared  in 
the  April  10, 1943  edition  of  E&Pvjere  Curtis 
B.  Johnson,  Charlotte  Observer,  second  from 
left,  front  row;  Walter  C.  Johnson,  secretary- 
manager,  far  right,  front  row;  and  Victor  H. 
Hanson,  Birmingham  News  and  Age-Herald, 
behind  Johnson. 


>  Wise  Advice 


What’s  the  best 
piece  of  business 
advice  you’ve  ever 
received? 

“When  I  began  a  new'  lead¬ 
ership  position  a  few'  years 
ago,  my  publisher  gave  me  ad¬ 
vice  that  w'as  small  in  length, 
hut  pow'erful  in  meaning: 
Never  get  comfortable.  Me 
reminded  me  to  stay  focused 
on  driving  revenue  and  deliv¬ 
ering  results,  regardless  of  how'  successful  or  challenging 
the  w'eek,  month,  or  y'ear.  Stay  hiingiy  by  making  that 
extra  sales  call.  Test  that  new'  revenue-generating  idea. 
Get  to  know'  y’our  customers’  business  so  that  y'ou  can 
help  them  succeed.  Never  getting  too  comfortable  really 
means  stay'ing  alert  enough  to  see  the  new  opportunities 
right  in  front  of  me.” 

D(we  Woi'fitc//  sc?'z<es  as  both  the  f^eneral  manager  of  the  Bill¬ 
ings  tkizette  in  Billings,  Mont.,  as  well  as  the  corporate  director 
of  retcnl  advertising  for  Lee  En  terprises.  He  received  his  B.S. 
in  basi7iess  marketirig  from  Montana.  State  Universih/.  After 
icorking for  eight  pears  in  the  retail  management  sector,  he 
started  his  nezespaper  career  in  1999- 
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minute.  That’s  what  we’re  looking  to 
do  in  mobile  advertising.” 

Rhatt  echoes  a  conundrum  familiar 
to  many  a  sales  staff  and  advertiser 
who  have  wrestled  \\dth  the  limitations 
of  mobile,  particularly  screen  size 
issues,  where  an  ad  is  so  small  that 
it  can  barely  be  seen  clccirly,  or  the 
ad  itself  takes  the  user  out  of  the  app 
completely. 


TapCLIQ,  Bhatt  explains,  offers  a 
much  more  holistic  approach  to  mo¬ 
bile.  Tap  on  an  ad,  for  example,  and  a 
phone  icon  pops  up  that  \\ill  connect 
you  to  the  advertiser  and  have  you 
speaking  with  a  real  live  person  with 
just  one  more  touch,  all  while  remain¬ 
ing  in  the  app. 

There’s  also  a  more  interactive 
element  to  TapCLIQ  as  w'ell,  Bhatt 


>  TapCLIQ-generated  ads  use  location- 
based  technology. 


said. 

‘‘With  our  location-based  ads.  if 
you’re  using  an  app  in  a  particular 
geography,  it  might  ask  you  if  you’re 
interested  in,  say,  Philadelphia  sports 
news.  Wlien  the  Eagles  game  is  on  and 
I’m  on  the  Philadelphia  Inquirer  app, 
it  might  ask  me  if  I  like  the  quarter¬ 
back,  if  I  liked  his  pass,  if  the  coach 
should  be  fired.  So  it’s  opinion-based 
chat,  it  becomes  ver>'  user-friendly  and 
interactive,  and  it  acts  like  a  multi¬ 
screen  experience  with  TV.  These 
kinds  of  opinion-based  ads  drive 
user  participation  and  pro\idc  really 
relevant  data.” 

For  more  information,  \isit  tapeliq. 
com.  -  RK 
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Maple  Leaf  Rag 

Canada’s  Postmedia  “reimagines”  their  newspapers 


I  >  Postmedia  recently  launched  the  reimag- 
!  ined  Montreal  Gazette  on  four  platforms: 


Montri-al 

Gazette 


Rosemont  Water  Reservoir 
lo  bo  Renovated 
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print,  tablet,  Web  and  smartphone. 


studies  for  Web  and  print.” 

As  a  result  of  this  revamp¬ 
ing,  readers  see  different 
stories  depending  on  what  de- 
\dce  or  medium  they’re  reading 
the  news  on— meaning  that 
a  stoiy  on,  say,  the  Montreal 
Gazette,  might  only  be  view¬ 
able  on  a  tablet. 

“We  tried  to  stop  think¬ 
ing  about  how  some  people 
aren’t  going  to  get  certain 
.stories — there  is  access  to  all 
four  platforms,  so  users  have 
full  access,  they  just  have  to  he  A\illing 
to  access  it  on  whatever  de\ace  it’s 
available  on,”  said  Parrish,  who  says 
this  target-marketing  of  the  news  has 
jacked  up  digital  use  numbers  at  the 
Citizen  by  30  percent.  Engagement 
numbers  are  up  as  well. 

There  have  been  changes  in  the 
newsrooms  as  well.  Smaller  photos. 
Shorter  stories.  The  launching  of 
tablet-exclusive  magazines  that  read¬ 
ers  get  emailed  each  night  at  6  p.m., 
just  in  time  for  second-screen  experi¬ 
ences  during  prime  time  TV  rtewing. 


Montreal  might  rename  part 
of  University  Street  after 
late  premier  Robert  Bourassa 


TheSTMIspcaiiailfig 
to  fBpiace  oU  metro 
slgnase 


had  been  in  the  works 
for  two  and  a  half  years.  The  new 
Ottawa  Citizen  was  rolled  out  first  in 
May,  and  the  made-over  Montreal 
Gazette  and  Calgary  Herald  arrived  in 
the  fall.  More  in  the  Postmedia  empire 
A\ill  follow  in  2015,  including  papers 
in  the  recently-acquired  Sun  Media 
chain. 

To  begin  this  massive  task,  Post¬ 
media  reached  out  to  17,000  people 
across  Canada  and  asked  how  they 
preferred  consuming  news  media. 
IVlien  those  results  were  tabulated, 
the  company  set  about  crafting  differ¬ 
ent  personas  for  each  of  its 
four  platforms— print,  tablet,  T 

Web  and  smartphone.  I 

“This  allowed  each  I 

newsroom  to  think  about  I 

their  audiences  specifically  I 

by  platform,”  Parrish  said.  I 

“Smartphone  users  are  from  i 
ages  18  to  28.  Tablet  users  WtM 

are  from  35  to  4,9,  and  so  on. 

We  came  up  wdth  a  whole  HHg. 

bunch  of  psychographic 


Newspaper  design 

do-overs?  Not  just  an 
American  thing  anAonore. 
Postmedia  Network  Inc., 
Canada’s  biggest  English-language 
daily  paper  chain,  recently  launched 
several  redesi—  umm,  actually, 

Wayne  Parrish,  Postmedia’s  chief 
operating  officer,  would  prefer  you  call 
them  “reimaginations”  instead. 

“We’ve  tried  to  stay  away  from  the 
‘redesign’  term,”  he  said.  “We  agreed 
early  on  that  these  are  not  redesigns. 
They’re  much  more  fundamental.” 
According  to  Parrish,  the  overhaul 


►  Wayne 
Parrish, 
Postmedia 
chief  operating 
officer 
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There’s  also  been  a  push  toward 
getting  journalists  to  consider  what 
platform  their  story  would  be  best 
presented  on. 

“We  wanted  to  get  our  reporters 
and  content  producers  thinking, 
when  they  go  cover  an  event,  is  this 
stoiy'^  best  for  a  phone,  a  newspaper, 
or  tablet?”  Parrish  said.  “We  also 
need  to  think  about  what  technology 
is  coming  up.  What  if  Apple  Watch 
is  the  next  platform?  \Vhat  will  our 
stoiy  formats  on  the  watch  look  like? 
We  need  to  respond  journalistically  to 
new  evoking  platforms.” 

It’s  a  huge  break  from  Postmedia’s 
digital  past,  an  era  Parrish  said  was 
marked  by  slow  dowmload  times  and 
clunky  site  design.  “We  have  to  be 
willing  to  bob  and  w'eave  veiy'  quickly. 
All  w'e’ve  done  here  is,  w^e’ve  got  our 
ponies  in  the  starting  gate,  but  the 
race  is  just  beginning,  and  the  ponies 
will  have  to  change  w'^eek  by  w’^eek  and 
month  by  month.”  -RK 


New  Vocabulary  for 
the  Modern  Era 


bikelash 

(noun):  the  drama  that 
ensues  when  special  lanes 
and  perceived  pri\aleges 
are  created  for  bicyclists 
at  the  alleged  expense  of 
automobile  drivers 

“It  may  not  be  the  best  weather 
for  cycling,  but  the  Prospect 
Park  West  bikelash  is  heating  up 
again.”  —  Matt  Chaban,  New  York  Observer 


f  LEGAL  \ 

I  BRIEFS  J 

Illinois  reporter 
doesn't  have  to 
surrender  his  source 

According  to  a  Patch.com  story,  a 
reporter  for  the  news  site  will  not  have 
to  reveal  an  anonymous  source,  as  per 
an  appellate  court's  ruling.  Joe  Hosey 
had  battled  for  over  a  year  whether 
or  not  he  would  be  recjuired  to  give 
up  the  name  of  someone  he  received 
details  from  regarding  a  Joliet,  DL 
murder  case.  In  2013,  a  judge  found 
Hosey  in  contempt  for  withholding 
the  information,  and  the  journalist 
was  threatened  with  fines  and  jail 
time.  But  an  appellate  court  ruled  in 
December  that  there  wasn't  enough 
reason  for  Hosey  to  name  his  source. 
As  the  case  played  out,  39  news  media 
organizations  filed  friend-of-the- 
court  briefs  supporting  Hosey,  and  the 
National  Press  dub  awarded  him  with 
its  National  Press  Freedom  award. 


Half-baked  cookies 
cost  Gannett’s  PointRoll 
!  $750,000 

As  reported  on  NorthJersey.com 
in  December,  a  digital  advertis¬ 
ing  company  owned  by  Gaimett 
reached  a  settlement  with  six  states 
regarding  claims  of  ignored  privacy 
laws.  The  ad  company,  PointRoll, 

I  agreed  to  pay  $750,000  to  resolve 
i  an  investigation  into  whether  it  il¬ 
legally  bypassed  settings  on  Apple's 
Safari  browser-settings  which  were 
designed  to  block  the  placement  of 
advertiser-friendly  tracking  cook- 
!  ies.  New  Jersey,  the  lead  complain- 
i  ant,  will  get  $200,000  of  the  award, 
i  which  will  go  to  bolster  consumer 
I  protection  laws.  PointRoll  agrees  to 
not  override  cookie-blocking  set- 
;  tings,  train  employees  on  the  impor- 
j  tance  of  user  privacy,  and  cooperate 
!  with  compliance  monitoring. 
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r critical  thinking 

J-scliool  students  and  industmj  vets 
tackle  the  tough  questions 


►  If  you  have  a  question  you  would  like  to 
see  addressed,  please  send  it  to 
rich@editorandpublisher.com. 


In  November,  hackers  broke  in  to  the  computers  at  Sony  and 
released  emails  detailing  private  conversations,  celebrity  salaries, 
and  other  privileged  information.  The  hack  was  unlawful,  but  news 
organizations  still  published  the  illegally-obtained  material.  Was  it 
OK  for  the  press  to  do  this? 


A  The  press  has  a 
•  dut>'  to  seiwe  its 
•  audience,  to  tell  the 
truth,  and  to  expose  wTong- 
doing  where  people’s  lives, 
money,  or  other  interests  are  in 
danger. 

V\niile  people’s  money  goes 
to  Sony,  and  while  there  are 
interesting  matters  like  poten¬ 
tial  gender  pay  gaps  that  were 
revealed  through  the  leaks, 
no  information  published  was 
t  ruly  worth  covering  on  its 
owm.  Especially  at  the  expense 
ol’ feeding  into  the  interests  of 
the  hackers,  who  also  made 
threats  on  American  security'. 

It  was,  however,  worth  it  to 
cover  the  hacks  as  a  whole. 

As  director  Aaron  Sorkin 
said  in  an  op-ed  for  The.  New  York  Times,  the  emails  didn’t 
contain  information  about  Sony  breaking  any  laws,  or 
misleading  the  public,  or  acting  in  direct  harm  to  consum¬ 
ers.  So  why  expose  people’s  private  information  and  emails 
when  it’s  not  for  some  greater  good? 

Personal  emails  that  were  leaked  revealed  pei'sonal 
biases,  and  information  including  salaries  and  medical 
information  was  leaked  as  well.  It’s  interesting— I’ll  admit 
it  freely.  People’s  lives  intrigue  me,  and  while  I’ve  refrained 
from  clicking  on  most  of  the  more  gossipy  headlines  about 
the  matter,  it  was  active  refrain,  not  a  lack  of  interest,  that 
kept  me  from  reading.  And  if  I  had  decided  to  seek  out  the 
information,  I  would  have  gone  to  the  source  directly— af¬ 
ter  all,  why  should  I  read  filtered  information  if  I  can  read  it 
in  full  somewhere  else? 

Covering  the  leaks  is  entirely  newsworthy  and  entirely 
important.  Mentioning  what  was  leaked  is,  too.  Butyyaiting 
entire  stories  about  Angelina  Jolie  being  called  a  name  and 
including  screenshots  of  the  emails?  It  feels  like  celebrifr  gos¬ 
sip.  And  in  the  end,  I  know  it  doesn’t  affect  how  I’d  spend  my 
money— I’m  still  just  as  likely  to  see  a  Sony  movie. 


A  This  problem  may 
•  seem  new  because 
•  it  involves  Holly¬ 
wood,  North  Korea,  cyberhack¬ 
ing,  and  celebrity  gossip. 

Really,  it’s  a  problem  the 
press  confronts  occasionally. 

I  believe  journalists  are 
called  upon  to  make  judgments 
on  a  case-by-case  basis.  I  don’t 
think  it’s  realistic  or  even  ethi¬ 
cal  to  believe  that  any  informa¬ 
tion  obtained  by  questionable 
means  should  be  off-limits. 

Information  landing  in  the  laps 
of  publishers— in  other  words, 
leaked— is  nothing  new. 

The  means  of  how  informa¬ 
tion  was  obtained  must  always 
be  considered,  but  it  has  to  be  done  in  light  of  the  informa¬ 
tion’s  end:  How  important  is  it? 

There’s  also  a  difference  between  journalists  obtaining 
information  illegally,  and  illegally  obtained  information  be¬ 
ing  given  to  journalists.  The  importance  of  the  information 
can  be  framed  in  a  number  of  ways,  including  its  impact  on 
government  or  the  community. 

It  could  also  be  judged  by  the  relative  interest  readers 
have  in  the  information.  Is  a  bunch  of  snarky  celebrity 
gossip  a  worthwhile  storj’  if  it  means  accepting  information 
that  was  obtained  illegally?  I  don’t  know. 

One  lesson  this  situation  emphasizes  is  that  in¬ 
formation  may  be  easily  accessed,  but  not  so  easily 
controlled.  As  an  editor,  the  more  troubling  thought 
would  be  that  the  information  would  somehow  be  off 
limits  to  the  press  before  its  importance  could  even  be 
weighed. 

In  the  day  of  instant  digital  communication,  it’s  actually 
surprising  to  me  this  tjpe  of  material  isn’t  more  frequently 
leaked,  and  that  a  large  company  like  Sony  seems  surprised 
it  got  out.  ■ 


Liz  Young,  21 

senior,  Ohio  State  University 
(Columbus,  Ohio) 


Young  is  editor-in-chief  ofThe 
lantern,  Ohio  State’s  student 
newspaper.  She  was  campus 
editor,  assistant  sports  editor 
and  a  copy  editor  prior  to 
becoming  editor.  She’s  double- 
majoring  in  journalism  and 
economics,  and  has  interned  at 
'I'lie  Columbus  Dispatch  and 
Patch.com. 


Darrell  Ehrlick,  39 

editor,  Billings  (Mont.)  Gazette 


Prior  to  being  named  editor  of 
his  hometown  paper,  Ehrlick 
worked  for  the  Casper  (Wyo.) 
Star-Tribune,  the  Winona 
(Minn.)  Daily  News,  and  the 
La  Crosse  (Wis.)  Tribune.  He 
has  been  with  Lee  Enterprises, 
Inc.,  for  more  than  a  decade. 
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What  do  they  have  that  you  don't? 


Syndication  partnership  with  AdvicelQ. 


Become  an  AdvicelQ  syndication  partner 

and  everyday  provide  your  readers  with  personal  finance 
and  investing  content  written  by  top  experts. 


It's  free  for  publishers,  with  the  option  to  include  ads  for 
revenue.  So  you  not  only  get  top  quality  content  at  no  cost, 
but  an  opportunity  to  monetize  it  as  well. 

*Terms  apply. 


Join  the  network,  as  we  work  together  to 
fill  the  gap  for  the  50  million  American  households  that 
currently  go  unadvised  when  making  financial  decisions. 


To  learn  more  about  becoming  a  content  partner,  please 
contact  the  AdvicelQ  Syndication  department 


at  Rion 


Advicellf 

Trusted  •  Firrarwrial  •  Guklancs 


Call  us  today  to  learn  more  -  646.867.81 90 


AIQ,  Inc.  I  1 500  Broadway,  Suite  2900  |  New  York,  NY  10036  |  21 2.257.8000  |  www.AdvicelQlnstitutions.com 
AIQ,  Inc.  also  publishes  the  popular  Meridian-IQ  suite  of  advisor  directories. 
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Search  ^ 
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Share  of  Time  Spent  on  Media  vs. 
Advertising  Spent  on  Media  (U.S.) 


Digital 

Percent  of  Time  Spent  TIME  46.3 
■i  Ad  Dollars  Spent  $  28.2 

Source:  BuszFeed/eMarkcter 
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;  1  usatoday.com 
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■  2  reuters.com 
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^  3  nytimes.com 
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72,220.200 
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5  nydail3n1ews.com 
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6  foxnews.com 
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7  telegraph.co.uk 

65,805.850 
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9  abcnews.go.com 
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10  washingtonpost.com 
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[~fl8WSOSaur  offline/on  target 

Welcome  to 
‘Everyware’ 
Computing 

From  wearable  devices  to  digital 
advertising,  technology  is  making 
itself  at  home 


By  Alan  D.  Mutter 


Our  imaginative  friends  i 

in  the  technolog>'  industry^ 
intend  to  make  computing 
simpler  and  arguably  more 
satishing  by  making  it  more  intuitive 
than  ever.  Here’s  how: 

They  ^^^ll  saturate  our  emaronment 
with  \’ast  arrays  of  computers  and 
Internet-enabled  sensors  that  will 
put  all  but  the  most  technologically 
isolated  indhiduals  in  a  crossfire  of 
constant  monitoring,  constant  profil¬ 
ing,  constant  push  notifications  and 
constant  behaHoral  analysis— so  the 
jirocess  can  be  fine-tuned  and  repeat- 
c'd  o\'cr  and  over  again. 

i'he  phenomenon  is  knowm  vari¬ 
ously  as  ambient  computing,  pen^asive 
computing,  ubiquitous  computing 
or— my  personal  favorite— Eveiyware. 
So,  let’s  go  with  that. 

lw'er>ware  indeed  may  simplify 
our  relationship  with  technolog)'.  Or 
it  might  snarl  the  wires  of  our  wired 
lives  even  further,  'fhere  are  too  many 
mo^ing  paids  (as  discussed  in  a  mo¬ 
ment)  to  predict  exactly  how'  Eveiy'- 
w’are  will  affect  our  personal  lives  and 
business. 

Rut  ubiquitous  computing  seems 
likely  to  have  major  impact  on  the 
media  business,  because  it  will  all  but 
eliminate  the  intcrmediar\'  relation¬ 


ship  that  media  companies  require  to 
build  the  audiences  they  traditionally 
have  sold  to  advertisers. 

Assuming  Ever}'^vare  material¬ 
izes  as  envisioned  by  Silicon  Valley’s 
savants,  it  spontaneously  will  deliver 
targeted  information  and  entertain¬ 
ment,  w'hile  at  the  same  time  enabling 
marketers  to  maintain  persistent,  di¬ 
rect  and  djmamic  one-to-one  relation-  | 
ships  with  indnidual  consumers. 

In  that  event,  w'hat  roles  will  be  left  | 
to  gate-keeping  editors  and  the  media  j 
companies  that  employ  them?  Pub¬ 
lishers  and  broadcasters  need  to  start  I 
focusing  on  this,  so  here  are  the  trends  I 
to  w'atch. 

Mobile  Computing.  From  head¬ 
lines  to  selfies  to  shopping,  smart¬ 
phones  and  tablets  have  become 
indispensible  vehicles  for  delivering 
intimate  and  indhidualized  com¬ 
puting  experiences.  And  people 
love  them.  The  average  American 
spends  just  under  three  hours  a  day  i 
consuming  mobile  media,  accord¬ 
ing  to  eMarketer.com.  Back  in  2010,  i 
mobile  use  w'as  24  minutes  a  day 
(tin)'url.com/o6ghayg).  | 

Wearable  Devices.  Although  | 

the  Google  Ghiss  project  seems  to 
have  lost  some  of  its  gloss,  compa¬ 
nies  like  Apple,  Lumo  Body  Tech 


and  Ralph  Lauren  are  working  on 
a  variety  of  wearable,  sensor-rich 
products  that  respectively  pinpoint 
your  location,  check  your  posture 
and  monitor  your  heart  rate.  Al¬ 
though  no  one  is  certain  how  wear¬ 
ables  w'ill  be  used  and  w'hich  will 
emerge  as  winners,  various  industry 
forecasters  reckon  that  sales  in  this 
emerging  market  will  grow'  from 
near  insignificance  today  to  betw'een 
$20  billion  and  $50  billion  by  2018 
(see  slide  8  at  tin>'url.com/lnent^'p). 

Internet  of  Things.  The  Nest 
thermostat  is  perhaps  the  best-knowm 
example  of  an  Internet-connected 
de\ice  that  matches  your  en\ironment 
to  your  beha\ior  to  ensure  comfort 
and  energ)'  efficiency.  But  a  host  of 
increasingly  sophisticated  in-home 
utilities  are  being  rushed  to  market,  iis 
exemplified  by  Echo,  a  voice-activated 
ambient  device  from  Amazon  that 
searches  the  Web,  plays  music  and, 
naturally,  helps  you  shop  (amazon, 
com/oc/echo).  The  Gartner  Group 
predicts  that  the  number  of  smart  sen¬ 
sors  in  homes,  businesses  and  vehicles 
will  leap  eightfold  to  25  billion  units 
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by  2020  (tinjairl.com/gartiot).  That’s  a  lot  of  smart  Crock- 
Pots. 

Cloud  Computing.  Thanks  to  intense  competition 
among  Amazon,  Microsoft,  Google  and  other  heavj^  hitters 
seeking  to  outsource  computing  for  clients  of  everj^  size, 
the  costs  of  storing  and  crunching  data  will  continue  diving 
for  the  foreseeable  future.  The  frenetic  gro^vth  of  cloud 
computing  will  lead  to  a  fourfold  increase  to  6.5  zetabjiies 
(defined  by  Wikipedia  as  “a  multiple  of  the  unit  bj'te  for 
digital  information”)  of  the  amount  of  data  stored  around 
the  world  by  2018,  according  to  Cisco  Systems  (timoirl. 
com/oavwpbo).  Read  on  to  see  how^  it  will  be  used. 

Hyper-Personalization.  The  Big  Data  archived  in  the 
cloud  contains  all  the  bits  and  pieces  of  information  cap¬ 
tured  about  you  through  the  above  means,  including  but 
not  limited  to  age,  gender,  residence,  income,  credit  rating, 
family  status,  reading  habits,  commuting  routines,  social 
networks  and  shopping  patterns.  Depending  how'  gener¬ 
ously  you  share  information  on  the  Web  and  how^  a\adly 
you  participate  in  frequent-shopper  programs,  the  endur¬ 
ing  and  growang  volume  of  information  about  you  can  be 
quite  personal  and  granular,  ranging  from  your  preferred 
toothpaste  to  your  demonstrated  dri\ang  efficiency  to  your 
inferred  sexual  proclmties. 

Digital  Advertising.  To  put  the  right  offer  in  front  of 
the  right  person  in  the  right  place  at  the  right  time,  market¬ 
ers  aggressively  are  shifting  their  expenditures  to  the  digital 
media,  because  you  can’t  achieve  the  same  precision,  ef¬ 
ficiency  and  immediacy  with  print  or  broadcast  advertising. 
By  2019,  the  sums  spent  on  digital  marketing  will  double 
to  more  than  $100  billion  from  today’s  level,  according 
to  Forrester  Research  (timairl.com/mm7iwyv).  Digital  ad 
spending  surged  17  percent  in  2013  to  a  record  $42.8  bil¬ 
lion,  topping  the  sums  spent  on  telerision  for  the  first  time, 
according  to  the  Internet  Advertising  Bureau  (timairl.com/ 
n42vo62).  The  trade  group  said  digital  ad  spending  grew 
another  15  percent  in  the  first  half  of  2014,  so  this  looks  like 
a  durable  trend  (tin5a1rl.com/q88v7pt). 

Although  the  ambient-computing  environment  is  fluid 
and  complex,  the  mounting  array  of  exidence  suggests 
that  Everjavare  could  change  Everjthing  for  the  media 
and  advertising  businesses.  Now  is  the  time  to  start  pajing 
attention.  ■ 


Alan  D.  Mutter  is  a  former  neivspaper 
editor  and  Silicon  Valley  CEO  who 
now  fieiTfes  as  a  consultant  to  media 
and  tcchnolo^/  companies.  He  blogs 
at  Reflections  of  a  Nezvsosaur  ( xvxsnv. 
newsosaur.  blogspot.  com). 
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r business  of  news 


Words  of 
Wisdom 


n  the  memories  of  any 

Joiinialist  arc  jilirases  anti  ad- 
\  icc  from  mentors  that  helped 
shape  careers. 

'I’l-onble  is,  if  you've  lived 
through  the  drastic  change  in  the 
newspaper  indnstiy,  that  advice  can 
he  terribly  out  of  date,  l^iitelv.  I  have 
been  thinking  about  the  best  ad\ice  1 
e\  er  received  and  how  I  might  update 
the  old  to  today’s  world  oi  newspapers. 

1  Icre  are  the  worths  t)f  wistlom  1  recall. 

“Any  time  you  have  spent  three  i 
months  on  your  investigative 
piece  for  the  Sunday  paper,  take 
three  days  to  try  to  disprove 
your  major  premise.  You’ll  either 
strengthen  the  story,  or  kill  it  and 
save  yourself  a  lot  of  embarrass¬ 
ment.”  .lames  Crow,  chaimian  of  the 


How  to  apply 

vesterdav  s  adHce  in 

•/  ^ 

today’s  newsrooms  j 

r>y 'I'iin  Cuillaghcr  j 

ITnivei-siW  of  New  Mexico  ,Jounialism  j 

Department,  appro.ximately  15)77  i 

Professor  Crow's  athicc  holds  up  | 

veiy  well.  It  is  even  more  profound  ! 

given  the  nature  of  instant  commu-  | 

nication  and  websites  that  publish  I 

without  proper  verification.  As  a  ‘ 


reporter  and  editor,  I  tried  to  folUnv 
his  advice. 

1  le  wjis  right.  Most  times  w’e  forti¬ 
fied  the  investigative  piece  by  trying 
to  disprove  it.  Once  or  twice,  w-e 
killed  the  piece  because  w^e  found  siz¬ 
able  holes. 

“The  system  don’t  work.”  Pete  Ch- 
annettino,  news  editor,  ThcAlbuquer- 
que  (N.M.)  Trihunc. 

Pete’s  grammatical  goof  of  exas¬ 
peration  echoed  through  the  years. 

1  le  uttered  this  infamous  phrase 
after  another  deadline  se.ssion  spent 
negotiating  between  an  intractable 
composing  room  and  a  new'sroom 
that  ignored  deadlines.  (For  those  of 
you  on  the  younger  side,  a  “composing 
room"  was  a  shop  of  union  employees 
who  would  take  galley  proofs  of  rtpc 
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and  place  them  on  a  page  that  went 
into  a  camera  room  before  a  plate  was 
made  for  the  press.) 

^\d^at  made  the  phrase  memorable 
was  Pete  s  utter  ftmstration  over  his 
inability'  to  change  the  situation.  He  had 
neither  the  authority  to  order  change 
irom  either  side,  nor  the  skill  set  to 
negotiate  a  settlement.  Instead,  he  was 
caught  between  two  sides  absolutely 
convinced  they  were  right.  Their  in¬ 
transigence  created  an  inferior  product 
delivered  late  and  no  one  above  him 
recognized  the  need  for  leadership. 

Leaders  can’t  accept  such  resigna¬ 
tion— not  \\ith  the  stakes  so  high. 

Real  leaders  search  out  the  toughest 
problems  and  solve  them. 

“No  problem— no  matter  how 
terrible  it  seems— is  quite  as  bad 
tomorrow  morning.  And  any 
success— no  matter  how  great— 
is  quite  as  wonderful  tomorrow 
morning.  It’s  amazing  what 
perspective  you  get  from  one 
night’s  sleep.’’  Ralph  Looney,  editor. 
The  Rocky  Mountain  News  (Denver, 
Colo.) 

Ralph  ciilled  me  to  offer  this  ad\ice 
shortly  after  I  became  editor  of  The 
Albuquerque  Tribune  at  the  age  of  30 
when  I  could  use  all  the  sage  adHce 
offered.  He  was  right.  And  this  ad\ice 
stands  the  test  of  time  as  well.  A 
night’s  sleep  mitigates  pain  and  mod¬ 


erates  success. 

“There  are  only  two  good  ships 
in  the  Navy— the  last  one  you 
were  on  and  the  next  one  you 
are  going  to.’’  John  Hays,  circula¬ 
tion  director,  El  Paso  (Texas)  Herald- 
Post 

John  was  old  school.  He  chewed 
cigars,  made  inappropriate  remarks 
about  female  employees  and  offered 
me  drinks  from  the  flask  in  his  draw¬ 
er.  But  John  was  a  philosopher  when 
I  was  a  kid  city  editor  and  he  liked 
me.  I  would  lament  to  him  about  the 
complaints  from  my  reporters  about 
their  pay,  their  morale,  their  long 
work  hours.  And  I  would  conclude 
that  I  was  running  the  worst  opera¬ 
tion  in  the  histor>'  of  newspapers 
because  eveiymne  claimed  to  be 
miserable. 

I  think  this  ad\ice  is  time-tested 
too.  Leaders  can  get  lost  while  trying 
to  make  the  chronic  moaners  happy. 
(And  Lord  knows  there  is  plenty  to 
moan  about.)  But  the  real  leader  sets  a 
direction  for  the  ship  and  asks  for  help 
in  na\igating.  Folks  either  grab  an  oar 
and  start  rowing,  or  get  off  at  the  next 
port. 

“You  build  circulation  a  half-per- 
cent  at  a  time.”  John  Wilcox,  pub¬ 
lisher,  Ventura  County  (Calif.) 

You  don’t  build  massive  audience 


overnight,  John  taught  me.  You 
tweak  your  content  to  add  audience 
and  leave  the  basics  alone.  This  is 
absolutely  true  with  today’s  dcliveiA' 
systems  that  can  deliver  specialized 
content.  Those  websites  with  largest 
audience  are  the  ones  that  aggregate 
specialized  content  that  add  incre¬ 
mental  reader  segments. 

“To  thine  own  self  be  true.”  Bill 
Burleigh,  president,  E.W.  Scripps  Co. 

Bill’s  adHce  came  when  he  appoint¬ 
ed  me  to  take  over  one  of  the  Scripps 
newspapers.  He  recognized  that  as  a 
young  editor,  I  w’ould  be  getting  a  lot 
of  free  ad\ice,  and  he  w'anted  to  re¬ 
mind  me  that  my  instincts  had  gotten 
me  to  this  place.  What  better  way  than 
to  quote  Shakespeare. 

’Phis  advice,  too,  ought  to  work  for 
new'^spaper  leaders  today  when  there 
is  a  critic  behind  every'  kev'board.  ■ 

Ti 111  Gallagher  is 

relations  and  strategic 
communications  fiTTn. 
He  is  a  former  Pidibxr 
Prize-ivinning  editor 
and  publisher  at  The  Albuquerque 
Tribune  and  the  Ventura  County 
Star  newspapers.  Reach  him  at  tim(w 
the2020network.com. 
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True  or  False? 

As  newsrooms  compete  against  the  speed  of  social  media,  journalists 
must  remember  to  report  the  facts  first 

Hy  Rob  Tornoc 


Back  in  December,  New 

York  magazine  ran  a 
stoiT  about  Stuwcsant  High 
School  senior  Mohammed 
Islam,  who  wjls  rumored  to  have 
earned  Wall  Street  investment  returns 
ujiwards  of  $72  million  (Business 
Insider  included  him  on  a  list  of  “20 
Under  20”  back  in  2013).  Editors 
thought  so  liighly  of  Islam’s  invest¬ 
ment  judgment  they  put  him  No.  12 
in  its  annual  “Reasons  to  Love  New 
York”  issue. 

.lust  one  problem— it  was  all  made 
up.  As  Islam  would  later  confess  to 
iheiVciL’  York  Ohsei'vcr,  the  only  real 
link  he  has  to  the  world  of  finance 


is  running  an  investment  club  that 
simulates  trades  at  his  high  school. 
He’s  earned  exactly  zero  dollars  on 
Wall  Street. 

It’s  been  a  tough  couple  of  months 
for  fact-checking.  Rolling  Stone  was 
forced  to  retract  a  story  about  a  rape 
on  the  campus  of  the  University  of 
Virginia.  Boston.com  had  to  pull  a 
stoiy  that  accused  Hansard  Business 
School  Professor  Ben  Edelman  of 
sending  a  racist  email  to  an  employee 
at  a  local  Chinese  restaurant.  Even 
a  Florida  woman  who  puiported  to 
have  three  breasts  turned  out  to  be  a 
complete  hoax. 

So,  what’s  going  on?  Is  there  a 


growing  problem  with  pushing  out 
stories  before  they’re  properly  vet¬ 
ted? 

Craig  Silverman,  a  fellow  at  the 
Tow  Center  for  Digital  Journalism, 
thinks  the  issue  is  a  big  skills  gap 
among  journalists  when  it  comes 
to  fact  checking.  Before  the  explo¬ 
sion  of  social  media,  a  reporter  had 
the  time  to  verify  the  stoiy^  before  it 
became  public.  Now,  websites  like 
Faccbook  and  Twitter  are  making 
everything  public  instantly,  before  it 
can  be  verified,  forcing  newsrooms 
to  play  catch-up. 

“Thanks  to  social  media,  photos, 
\ideo  and  news  stories  are  already  out 
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there,”  said  Silverman.  “Unfortunately,  photo  of  the  soldiers  snapped  by  pho- 
the  reaction  in  many  newsrooms  tographer  Karin  Marker!,  it  had  been 

isn’t  ‘let’s  stop  and  see  if  it’s  true,’  it’s  taken  in  September,  a  month  before 

‘let’s  put  it  up  and  get  traffic  since  it’s  Hurricane  Sandy  hit. 

already  out.’”  “One  of  the  most  ditficult  chal- 

For  a  digital  expert.  Silverman  has  lenges  is  picking  up  a  photo  or  a  rtdeo 
some  prett>'  old-school  ad\ice  to  dish  gaining  momentum  on  social  media 

out  to  today  s  journalists:  Assume  it's  and  getting  back  to  the  source,”  said 

not  tnie.  Silverman. 

“It  all  goes  back  to  the  basic  training  Claire  Wardle,  also  a  research  fel- 
of  being  a  journalist— remaining  skep-  low  at  the  'I’ow  Center,  suggests  four 
tical,  linding  the  source,  corroborating  key  elements  for  journalists  to  check 

it  wth  other  sources,”  Silverman  said.  or  confirm  before  sharing  a  piece  of 
“It  really  gets  doN\Ti  to  two  core  ele-  user-generated  content:  provenance, 
ments — source  and  content.”  source,  date  and  location.  first  on  my  list?  Well,  between  the 

Silverman  points  back  to  October  The  irony  of  all  this  is  the  Internet,  instant  ability  to  confirm  location 

2012  during  Hurricane  Sandy.  A  the  very  thing  that’s  putting  pressure  using  Google’s  street  view  feature, 

photo  of  soldiers  being  pounded  by  on  journalists  to  push  stories  out  faster  to  being  able  to  instantly  corrobo- 

the  storm  as  they  stood  guard  at  the  and  faster,  is  also  the  greatest  tool  in  rate  an  eye-witness  account  of  a 

Tomb  of  the  Unknown  Soldier  w'as  the  history'  of  the  media  to  check  facts.  location,  the  power  of  Google  Maps 

widely  shared  across  social  media.  Here  are  five  simple  tools  that  could  to  help  verifS’  content  cannot  he 

and  eventually  picked  up  by  major  help  with  verifSing  stories:  understated. 

new's  outlets.  Even  though  it  w'^as  a  real  Google  Maps:  Really?  The  Reverse  image  search:  You  see  a 


“It  all  goes  back  to  the 
basic  ttaining  of  being 
a  journalist-remain¬ 
ing  skeptirai,  finding  the 
source,  corroborating  it 
with  other  sources.” 
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digital  publishing 


Debunked  content,  especially  when  it’s  local,  can 
make  for  a  popular  story  that  both  delivers  on  the 
need  to  drive  traffic  and  the  mandate  of  informing 
the  public. 
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also  show  there  is  an  audience  for  fact 
verification.  Silverman  has  been  hard 
at  ^^'ork  on  a  new  tool  called  Emer- 
gent.info,  which  showcases  popular 
\iral  stories  and  ranks  them  as  true, 
false  or  unverified.  A  recent  e.xample 
was  a  Twitter  nimor  that  Islamic  State 
fighters  w'ere  using  a  Te.xas  plumb¬ 
ing  company’s  truck,  which  Emer¬ 
gent  ruled  as  “time”  based  on  a  CBS 
News  inteiAiew'  with  the  owmer  of  the 
plumbing  company. 

“The  goal  is  to  build  Emergent  as  a 
tool  that  is  tracking  rumors  and  help¬ 
ing  debunk  them,”  Silverman  said. 

“It’s  frankly  a  place  that  reporters  can 
see  some  of  the  mistakes  that  have 
been  made,  and  w^hy  they  need  to  be 
cautious.” 

For  a  host  of  additional  tools,  ad\ice 
and  step-by-.step  guides  to  verifiing 
content,  head  over  to  Verification- 
Handbook.com  and  dowmload  a  free 
copy  of  the  handbook.  Not  only  is 
it  an  in-depth  guide  to  get  you  up 
to  speed  w^hen  it  comes  to  the  next 
three-breasted  w'oman  hoax,  it’s  free.  I 
verified  the  price  myself.  ■ 


Roh  Tornoc  is 
a  cartoonist 
and  colunmist 
for  Editor  and 
Publisher.  Reach 
him  at  robtomoc@ 
gmail.com. 


\  iral  photo  comes  across  social  media 
that’s  too  good  to  be  true.  Chances  are 
it  is,  but  using  a  reverse  image  search 
tool  like  TinEye  will  tell  you  w'here 
other  versions  of  that  same  image  ap- 
jicared. 

EXIF  reader:  fhere  are  numer¬ 
ous  EXIF  (e.xchangeable  image  file 
format)  readers  online  that  enable 


this  simple  tool,  reporters  can  \iew' 
data  that’s  ordinarily  hidden  on  videos 
posted  to  You'l’ube.  Simply  enter  in 
the  URL  of  a  YouTube  video,  and 
vou’ll  be  able  to  provide  the  correct 
upload  time,  data  and  all  thumbnails 
lussociated  with  the  video  (which  then 
can  be  tracked  dowTi  using  a  rev’erse 
image  search). 


users  to  view  the  metadata  embedded 
within  images.  This  data,  which  can 
include  time,  date  location  and  author, 
can  really  come  in  handy  when  trving 
to  track  dow  n  the  source  of  an  image. 

Storyful:  'Phis  social  nevvswire, 
purchased  by  New's  Corp  last  year, 
discovers,  validates  and  delivers  veri¬ 
fied  content  that  originated  on  or  from 
a  host  of  social  media  w'ebsites.  It’s 
not  f  ree,  but  its  coverage  and  v'erifica- 
tion  of  user-generate  content  often 
becomes  the  center  of  its  clienLs’  sto¬ 
ries.  as  it  did  with  a  Nexv  York  Time.'t 
documentaiy  about  the  sole  sunivor 
of  an  Islamic  State  lUcUssacrc. 
YouTube  Data  Viewer:  Using 


Need  another  incentiv’e  to  giv'e  your 
staff  the  tools  and  training  to  properly 
vet  online  content?  They  make  great 
stories! 

Debunked  content,  especially  when 
it’s  local,  can  make  for  a  popular  storv' 
that  both  delivers  on  the  need  to  drive 
traffic  and  the  mandate  of  inform¬ 
ing  the  public.  'I’he  Washington  Post 
shares  a  popular  “WHiat  w^as  fake 
on  the  Internet  this  vv^eek”  post  that 
highlight’s  ev'er>^  “undeserv^edly  varal 
storv'.”  Gavv^ker  publishes  a  v^ertical 
called  Antiviral  which  debunks  fake 
viral  photos. 

Websites  like  PolitiP’act,  Snopes, 
OpenSecrcts.org  and  FactChcck.org 


GOING  TO  THE  KEY  EXECUTIVES 
MEGA  CONFERENCE? 

Find  us  in  the  Atlanta  Marquis  Marriott  and  see 
for  yourself  what  everyone  is  talking  about. 
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COST  SAVING 
PARTNERS 


By  using  cooperatives  and  net\A/orks, 
newspapers  reap  benefits 


s  newspapers  navigate 

into  the  new  year,  many 
of  them  are  looking  for  re¬ 
sources  that  will  help  them 
save  on  production  costs.  This  month, 
w’c  take  a  look  at  tw'o  companies. 
PAtiE  Cooperative  and  The  Network, 
both  with  seniccs  that  will  not  only 
increase  the  quality'  of  your  w'ork,  but 
rescue  your  bottom  line. 

PAGE  Cooperative 

Liust  >’ear,  PAGE  Cooperative  cel¬ 
ebrated  30  years  of  business.  Founded 
in  1.034,  U)  family-owmed  new'spaper 
companies  came  together  to  form 


wiiat  is  now'  the  largest  purchasing 
entiU'  in  the  industry'.  The  company  is 
headquartered  in  King  of  Prussia,  Pa. 

According  to  the  company’s  w'ebsite 
(pagecooperative.com),  membership 
includes  255  new'spaper  corporations 
with  600  daily  new'spapers  and  more 
than  1,600  publications.  The  com¬ 
bined  circulation  of  the  daily  new's- 
papers  alone  is  almost  at  10  million. 
New'cst  members  include  The  Ogden 
New'spapers  Inc.,  Adams  Publishing 
Group,  Southern  Community'  Newspa¬ 
pers  Inc.,  and  Korean  Marketing. 

Chief  executive  officer  John  Sn^'- 
der  said  to  become  a  PAGE  member. 


►  A  GMA  SLS3000  that  The  Network 
installed  in  Pontiac,  Mich.  The  machine  was 
expanded  from  24  to  30  hoppers  as  part  of 
the  relocation  from  Mount  Clemens,  Mich,  for 
21st  Century  Media  Michigan. 


new'spapers  must  be  independently 
owned  and  invest  a  $15,000  equity 
membership  fee.  This  deposit  is  the 
same  no  matter  the  new'spaper’s  size 
or  how'  many  publications  a  media 
company  ow'ns.  If  a  member  ever 
decides  to  leave  the  cooperative,  the 
fee  is  returned. 

Members  pool  together  their 
individual  purchases  to  create  a 
purchasing  volume.  PAGE  offers  its 
members  discounts  and  rebates  from 
more  than  200  suppliers.  Members 
have  purchased  more  than  $200  mil¬ 
lion  dollars  annually.  Suppliers  and 
partners  range  from  credit  reports  to 
press  equipment,  including  ink,  press 
plates,  and  press  rollers.  The  more 
volume  there  is,  the  more  discounts, 
Snyder  said. 

“How'  it  w'orks,”  he  explained,  “is 
that  our  members  order  directly  from 
the  supplier,  and  then  the  bill  comes 
to  us.” 

To  become  a  supplier,  a  committee 
fields  requests  and  schedules  a  presen¬ 
tation.  These  meetings  take  place  once 
or  tw'ice  a  year,  Snyder  said.  Wlien 
looking  at  the  proposal,  the  commit¬ 
tee  examines  w'hat  sei^dces  are  being 


30  I  K  fc;!'  I  KKUKIUKY  l>Oir. 


Gditorandpublisher.com 


is  the  most  valuableiT^. 


and  most  affordable 
conference  serving 
decision  makers 
in  fhe  news  media 
indusfry. 


A/VERJCA£ASrr 

Media  Business  and  Technology  Conference 
March  30  -  April  1 , 201 5  •  Hershey,  Pennsylvania 


This  year's  conference  program  and  trade  show 
have  been  streamlined  to  provide  maximum 
value  to  attendees.  Sessions  will  focus  on  insights 
and  best  practices  that  will  benefit  CEOs  and 
publishers  as  well  as  digital  revenue,  audience 
and  technology/operations  professionals. 
Affordable  registration  fees,  great  networking 
opportunities,  a  growing  exhibitor  floor  and  new 
collaboration  with  360  Media  Alliance  make  this 
event  the  go-to  conference  of  2015! 

Learn  more  and  register  at 

www.america-east.com. 

Register  by  March  6  to  save  money 
at  the  largest  newspaper  conference 
in  the  northeast! 


Confirmed  industry-leading  speakers  include: 


Josh  Stearns 


Director,  Geraldine  R. 
Dodge  Foundation's 
Journalism 
Sustainability  Project 


Jean  Ellen 
Cowgill 

President,  Atlantic 
Medb  Strategies 


Mike  Centorani 

Co- Founder,  Sales 
Tiansformalion  Now 


Bill  Day 

Executive  Director, 
Frank  N.  Magid 
Associates 


Mike  Zinser 

Founder.  The  Zinser 
Law  Frm 


Shannon  Bowen 

Director  ot  Audience 
Engagement,  The  Hill 


Lisa  Hurm 

Director  of  Operations, 
Pittsburgh  Post- 
Gazette 


Christopher  Vo 

Robotics  Researcher 
and  President  of  the 
DC  Area  Drone  User 
Group 


PROUD  CO-SPONSORS  OF  AMERICA  EAST  INCLUDE: 
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THE  BUtINESi  OF  LOCAL  0IOITAL  WCOIA 


•  360  \ 

w  Media  ^ 
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...  and  14  State  Press  Associations. 

The  full  list  can  be  found  at  www.omerica-easf.com. 
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ottered  and  if  it  otters  benefits  to  the 
cooperative. 

“Our  foeus  is  on  }>rint,”  Snyder  said. 
“'I'his  year,  we  saw  ]-)aper  purchases 
};■()  up  10  percent.  'I’hat  counters  with 


With  PAGE,  >ou  can  continue  to  buy 
from  the  same  supplier  and  pay  less.” 

The  smaller  papers  being  ser¬ 
viced  by  PAGE  aren’t  immune  to  the 
economic  woes  found  at  the  larger 


p  placed 


Photo  courtesy  of  IhE  Network 


what’s  going  on  the  industr>\” 

Since  joining  PAGE  in  1985,  Snyder 
said  many  loyal  members  and  sup¬ 
pliers  have  been  with  the  cooperative 
e\'eiy  step  of  the  w^ay,  but  as  press 
rooms  close  and  new'spapers  are  sold, 
their  business  has  gone  elsewiiere. 
Even  though  that’s  a  sign  of  the  indus- 
tiy,  Snyder  still  believes  there’s  room 
for  print. 

“We’re  a  sunivor,”  he  said.  “We’re 
the  only  bining  group  that’s  member- 
owmed  and  not-for-profit.  Over  the 
years,  w^e’ve  paid  out  millions  of  dol¬ 
lars  back  to  our  members.” 

One  of  those  members  is  Gregg 
.lone.s,  president  and  CEO  of  Jones 
Media,  Inc.  in  Greene\ille,  Tenn. 
.Jones  is  the  past  PAGE  board  presi¬ 
dent  and  currently  serc’es  as  board 
chair.  He  has  been  a  PAGE  member 
I’or  25  years  and  has  sat  on  the  board 
for  the  last  10. 

“1  understand  new'spaper  people 
arc  picky.  They’re  stubborn,”  he  said. 
“They  know”^  w'hat  they  like  and  they 
know'  w'ho  they  w'ant  to  buy  from. 


metros,  but  ha\ing  PAGE  at  their  side 
has  helped  w'ith  costs. 

“PAGE  is  able  to  negotiate  for  us 
with  suppliers,”  Jones  said.  “PAGE  is 
able  to  facilitate  w'ith  the  best  suppli¬ 
ers  and  offer  us  the  best  prices.” 

In  the  past  five  to  10  years,  he  has 
seen  PAGE  become  more  responsive 
and  transparent  (w'ith  sharing  prices). 
For  a  company  that’s  been  around  for 
30  years,  he  continues  to  see  grow'th 
with  the  company. 

“I  suggest  papers  take  another  look 
at  PAGE,”  he  said.  “It  offers  suppliers 
incentives  to  low'er  their  prices  with 
this  huge  group  of  buyers,  and  papers 
know'  they’re  being  offered  prices  that 
will  never  get  beat.” 

The  Print  Packaging  Network 

Launched  in  2010,  The  Piint  Pack¬ 
ing  Netw'ork  (others\ise  knowm  as 
The  Network)  w'as  founded  by  former 
Muller  Martini  Mailroom  Systems 
\ice  president  of  sales  and  marketing 
Keith  Hockenber>'.  Affer  lea\ing  the 
company  in  2009,  he  w'as  still  be- 


aHockenbery,  The 
Network  president 

ing  contacted  by  his  new'spaper  and 
vendor  clients  on  leads,  so  he  decided 
to  create  The  Network. 

The  Network  offers  a  variety  of 
different  senices.  'I'he  majority  of  the 
w'ork  focuses  on  equipment  reloca¬ 
tion.  According  to  its  w'ebsite  (thenet- 
w'ork.net),  the  company  has  relocated 
inserting  systems  utilizing  former  field 
semce  technicians  from  GMA/Muller, 
Heidelberg/Goss  and  Quipp.  The  Net- 
w'ork  semces  GMA/Muller  and  1  lei- 
delberg/Goss  inserters;  GMA/Muller 
and  Ferag  conveyors;  Muller  and 
Ferag  storage  and  retrieval;  Quipp 
.stackers;  and  all  models  of  Bindeiy 
equipment.  In  addition.  The  Network 
offers  operator  training,  handles 
equipment  sales,  provides  engineering 
and  consulting,  rebuilds  feeders,  and 
protydes  on-site  and  telephone  techni- 
Ccil  support. 

Hockenber\'  is  also  an  authorized 
sales  representative  for  the  BURT  Sys¬ 
tem  family  of  packaging  and  distribu¬ 
tion  software  solutions.  The  Network 
recruits  experienced  technical  and 
profe.ssional  personnel  and  contracts 
them  on  a  per-job  basis.  Many  of 
these  associates  are  semi-retired  and 
help  keep  costs  low.  Hockenber>',  w'ho 
sen'es  as  The  Network’s  president,  has 
nine  primar>’  associates  w'orking  w'ith 
him. 

Recently,  The  Network  w'orked  on 
a  project  w'ith  the  Mihoaukee  Journal 
Sentinel  that  required  a  short  turn¬ 
around.  According  to  Hockenbeiy', 
there  w'as  a  capacity  issue,  and  there 
w'eren’t  enough  hoppers  to  accom¬ 
modate  all  the  different  inserts. 

The  new'spaper  contacted  Hocken- 
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STRENGTH 

STABILITY. 

COMMITMENT 


Solid  Technology  Powerful  Product  Performance  Peerless  Quality  Steady,  Reliable  Service  Bedrock  Value 


With  today’s  publishint?  and 
printing  challenges,  newspapers 
need  their  prepress  vendors  to  be 
solidly  committed  to  the  industry. 
Committed  to  helping  newspapers 
like  yours  operate  more  efficiently 
and  cost-effectively. 

Southern  Lithoplate  always 
has  been,  always  will  be  that 
hind  of  committed  partner. 


Our  technologically  superior 
lithoplates  are  produced  under 
rigid  quality  controls  and  delivered 
on  time.  Our  industry-leading 
24/7/365  service  helps  newspaper 
operations  stay  true  to  their 
deadlines.  And  the  Southern 
Lithoplate  Strategic  Alliance 
affords  sound  prepress  equipment 
and  business  options. 


Just  as  important,  our  commitment 
to  value  is  backed  by  our  100% 
satisfaction  guarantee. 

So,  what  does  an  ever  growing 
number  of  newspapers  experience 
when  doing  business  with 
Southern  Lithoplate?  A  rock  solid 
partner  they  can  lean  on. 

Call  us  or  click.  Then  come  lean  on 
Southern  Lithoplate. 


(800)  638-7990  •  slp.com 


/■ 

I  Southern 
Lfthopite 


P.O.  Box  9400,  Wake  Forest,  NC  27588 
Dedicated  to  print. 


production 


■  ■  ■ 


Ix'iy  last  September,  and  when  The 
Netwoi  k  was  granted  the  contract, 
they  c|iiickly  came  in  and  converted 
two  SLS20()()  inserters  to  28  hop- 
pers  each,  up  irom  18  and  20  hoppers 
respectively.  I'hey  also  added  an  un¬ 
winder/title-up  jacket  feeder  to  a  third 
machine.  All  the  work  was  completed 
on  time  and  on  budget. 

“This  was  a  tight  deadline  with  a 
big  impact,”  I  lockenbeiy  said.  ‘There 
was  a  lot  of  physical  change.  Now' 
they  have  a  machine  that  never  stops, 
i'here’s  no  dow'n  time  with  20  people 
sitting  there  w'aiting  to  change  the 
pallet  (jn  eviously,  the  machines  were 
shut  dow'ii  to  change  zones  and  ac¬ 
commodate  the  different  inserts)... it 
makes  it  more  efficient.” 

Pete  Kowalcw'ski,  Journal  Sentinel 
packaging  operations  manager,  said 
the  machines  had  to  be  converted  by 
( ictober  1  in  order  to  hit  the  paper’s 


busy  season.  The  Network  w'as  able  to 
meet  that  goal.  Kow'alew'ski  said  since 
then,  efficiency  has  increased  by  10 
percent,  and  he  has  seen  a  return  on 
investment  with  the  money  that  w'as 
set  aside  to  raise  capacity.  Since  the 
project  W'JLS  so  successful,  Kow'alew'ski 
said  the  Journal  Sentinel  already  has 
plans  to  install  Muller  Martini  365 
conveyors  on  two  inserters  this  month. 

\\nien  the  Toledo  Blade  moved  its 
printing  to  Detroit,  The  Network  was 
brought  in  to  remove  inserting  equip¬ 
ment  and  install  and  pro\ide  training 
on  a  new  BURT  system. 

“When  w'e  came  in,  there  w'asn’t  a 
preprint  planning  system  in  place,” 

I  lockenbeiy  said.  “Now'  with  the 
BURT  system,  they  can  send  their 
data  to  Detroit  prett>'  seamlessly.” 
Working  on  a  “super  tight  deadline” 
in  late  September,  Hockenberj'  and 
his  associates  w'ere  able  to  take  out  the 


equipment  in  15  days. 

Blade  controller  Steve  Dolley  said 
four  employees  w'ere  trained  on  how 
to  use  the  new'  BURT  system  in  Janu- 
aiy,  and  the  system  is  expected  to  go 
live  this  month. 

“This  W'as  our  first  time  w'orking 
with  Keith,  and  he  w'as  able  to  offer 
us  a  creative  financial  solution,”  he 
said. 

Whether  it’s  relocating  machines 
or  bip'ing  equipment,  Hockenbeii' 
said  he  sees  one  common  denomina¬ 
tor  in  his  travels— a  lack  of  training. 
According  to  him,  about  50  percent 
of  packaging  departments  are  under 
producing  significantly. 

“The  people  running  these  depart¬ 
ments  don’t  understand  w'hat  the 
machines  are  capable  of,”  he  said.  “So 
W'e  come  in  on  the  training  side  and 
address  their  productirity.  It’s  fixed 
w'ithin  a  few'  w'eeks.”  ■ 


NtWS 
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.  3  QUESTIONS  WITH.a 

m  Kevin  Desnnond,  senior  vice  president  of 
9  operations  for  the  Minneapolis  Star  Tribune 


What  has  been  your  greatest 
challenge  and  how  did  you 
overcome  it? 

In  February  2014,  the  Star  Tri¬ 
bune  became  the  printing  sendees 
p^o^^der  for  the  St.  Paul  Pioneer 
Press.  Absorbing  the  complexity 
of  the  printing  and  insertion  of 
a  second  daily  newspaper  at  the 
Star  Tribune's  production  facility 
has  been  an  extraordinary  chal¬ 
lenge  that  has  pushed  our  team  and 
facilities  to  new  heights.  Working 
alongside  so  many  experienced  and 
talented  leaders  and  employees  at 
our  facility  has  been  a  personal  and 


professional  privilege. 

Where  do  you  see  the  future 
of  print  production? 

From  our  perspective,  it’s  truly 
a  case  of  “best  days  ahead,”  and 
I’m  pleased  that  the  Star  Tribune's 
investment  decisions  reflect  that 
optimism.  We  are  one  of  the  few 
papers  adding  pages  and  new  sec¬ 
tions — and  those  pages  are  brighter 
and  more  compelling  as  we  invest 
in  additional  news  color  capabili¬ 
ties.  We  believe  these  investments 
will  keep  loyal  readers  and  attract 
new  ones. 


What  printing  technoiogies 
are  you  most  excited  about? 

I  am  e.xcited  that  the  Star  Tribune 
is  investing  in  the  modernization  of 
our  equipment  with  electronic  and 
software  enhancements  that  allow  us 
I  to  better  ser\'e  our  customers.  Tiiking 
j  nothing  away  from  our  digital  strate- 
j  gies,  of  course,  in  our  market,  print 
I  products  remain  enormously  popular 
I  and  profitable  for  our  advertisers. 

Kevin  Desmond  manages  the  Star 
i  Tribune  s  manufacturing  faeility  that 
\  produces  all  editions  of  the  Star  Tribune 
i  and StribExpress,  as  xvell  as  the  St.  Paul 
!  Pioneer  Press  and  other  publications 
and  advertising  products.  He  also  over¬ 
sees  the  Star  Tribune’s  technology  and 
facilities  departments. 


Enjoy  a  route-optimized  stroll 
through  the  neighborhood. 


Life  is  complicated  enough  for  your  babies.  Let  PCF's  Technology 
Solutions  make  their  delivery  more  manageable,  more  efficient.  -  : 
With  the  ability  to  streamline  routes,  manage  contractor  documents!^ 
and  verify  deliveries,  we’ll  turn  your  delivery  operations  into  a  walk 
in  the  park.  Let  PCF  make  life  for  your  babies  a  lot  easier. 
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REBIRTH  OF  PRINT 

DISTRIBUTION 


DELIVERY  SERVICES 


PCF 


pcfcorp.com  1-877-PCF-6668 
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ow  in  its  sixth  year,  the  Key  Executives  Mega-Conference 

will  take  place  in  Atlanta  Feb.  23-25.  Sponsored  by  the  Inland  Press 
[  Association,  Local  Media  Association,  and  Southern  Newspapers 
Publishers  Association,  this  year’s  program  centers  on  “Content  + 
Commerce  +  Inspiration  +  Ideas.” 


Program  coordinator  Carol  Hudler 
e.xplained,  “Local  publishers  must 
constantly  reinvent  themselves,  find¬ 
ing  new  and  better  ways  to  fulfill  their 
mission  and  new  sources  of  revenue  to 
fund  it.  If  we  boil  down  ‘what  we  do’ 
and  ‘how  we  get  paid,’  there  are  two 
critical  components;  producing  and 
delivering  content  to  our  target  audi¬ 
ences,  and  earning  revenue  from  our 
content,  distribution  and  our  ability 
to  connect  people  with  ideas  and  eeich 
other.  As  significant  producers  of  con¬ 
tent,  we  must  package  and  deliver  it  to 
people  in  the  ways  they  want  to  con¬ 
sume  it... We  aim  to  provide  publishers 
a  way  to  learn  how  to  improve  what 
they  currently  do  plus  bring  forward 
new  ways  of  approaching  content  and 
commerce.” 

According  to  Edward  VanHom, 
SNPA  executive  director,  more  than 
700  newspaper  industry  executives  at¬ 
tended  the  2014  Mega-Conference  in 
I^  Vegas,  and  he  expects  that  growth 
to  continue  this  year. 

'Fhe  program  is  once  again  packed 
with  informational  topics  sure  to 
inspire  and  give  ideas  to  newspaper 
executives,  from  managing  digital 
audience's  and  organizing  your  sales 
team  to  event  marketing  and  video 
strategies.  Speakers  include  media 
imalyst  Ken  Doctor,  who  will  open 
the  conference;  Jay  Lauf,  publisher 
of  Quartz;  Eric  Harris,  executive  vice 
president  of  business  operations  for 


BuzzFeed;  and  Dallas  Morning  News 
publisher  and  CEO  Jim  Moroney. 
Closing  out  the  conference  wall  be 
Ryan  Jenkins  of  Next  Generation 
Catalyst,  addressing  how  to  effectively 
recruit  and  retain  millennials. 

“One  exciting  new  component  is  a 
special  focus  on  ‘intra-preneurism,’ 
hearing  how  companies  can  infuse 
innovation  into  their  busy  workplace,” 
said  Hudler.  “Another  new  approach 
is  asking  our  vendors  to  provide  parts 
of  the  program.  The  Quick  Bites  ses¬ 
sions  are  20-minute,  vendor-led  ses¬ 
sions  showcasing  how  publishers  have 
and  can  improve  their  businesses  with 
new  approaches  and  solutions.” 

LMA  vice  president  of  operations 
Al  Cupo  anticipates  up  to  80  exhibi¬ 
tors  in  attendance  in  Atlanta,  Among 
the  confirmed  so  far  are  Wave2  Media 
Solutions,  Southern  Lithoplate  and 
Brainworks  Software. 

“The  large  number  of  R&D  part¬ 
ners  gives  newspapers  a  chance  to 
see  what  technologies  and  other  so¬ 
lutions  can  help  them  improve  their 
business  or  enable  them  to  create 
new  revenue  sources,”  Hulder  said. 
“As  internal  resources  have  tight¬ 
ened,  we  all  depend  far  more  now 
on  R&D  partners  to  help  us  find  new 
ways  to  save  and  to  grow.” 

For  more  information,  including 
the  full  conference  program  and  trade 
show  floor  plan,  visit  mega-confer- 
ence.com.  ■ 


The  2015  Key  Executives  Mega-Confer- 
ence  will  be  held  at  the  Marriott  Marquis 
Atlanta.  (Photo  courtesy  of  Marriott) 


In  2013,  Mega-Conference  hosted  an 
executive  roundtable  with  (from  left  to 
right)  Michael  Klingensmith,  publisher  and 
chief  executive  officer  of  the  Minneapolis 
Star  Tribune  Media  Co.;  Larry  Kramer, 
president  and  publisher  of  USA  Today, 
Terry  Kroeger,  publisher  of  the  Omaha 
World-Herald  and  president  of  the  BH 
Media  Group;  and  Jim  Moroney,  publisher 
and  CEO  of  The  Dallas  Morning  News. 


Exhibitors  such  as  Wave2  Media  Solutions 
will  be  in  attendance  again  at  this  year’s 
Mega-Conference.  Pictured  are  senior 
sales  engineer  James  Allen  (left)  and  vice 
president  of  sales  Brian  Gorman. 


2015  MEGA-CONFERENCE  SET 
FOR  ATLANTA  FEB.  23-25 

This  year’s  program  promises 
inspiration,  ideas 

liv  Nil  Yang 


Join  us  - 

2015  Key  Executives 
Mega-Conference 

Marriott  Marquis  Atlanta  ^  ^ 
Atlanta,  Ga. 

Feb.  23-25,  2015 

m 


The  industry’s  premier  event 

returns  Feb.  23-25, 2015! 


Sponsored  by:  Inland  Press  Association.  Local  Media  Association 
and  Southern  Newspaper  Publishers  Association 


Why  is  the  Key  Executives  Mega-Conference 
becoming  known  as  the  industry's  best? 

►  THE  PROGRAM 

The  Mega-Conference  covers  big  strategies  and  street- 
level  tactics  on  the  industry’s  most  urgent  topics: 

•  Strategies  for  re-invention  and  growth 

•  Corralling  Big  Data  for  audience  engagement,  classified 
revenues,  optimized  circulation  dollars 

•  Monetizing  content— including  doing  native  content  on 
a  shoe-string  budget 

•  Best  practices  in  mobile,  social  media,  event  marketing 

•  Creating  an  organizational  culture  of  efficiency, 
productivity  and  innovation 

•  Plus  a  whole  lot  more! 

►  THE  PRESENTERS 

The  Mega-Conference  will  feature  some  of  the  most 
sought-after  industry  figures; 

•  Newsonomics  media  analyst  Ken  Doctor 

•  Ad  Taxi  President  Kirk  MacDonald 

•  National  Advisory  Council  on  Innovation  and 
Entrepreneurship  Co-Chair  Michael  Burcham 

•  Quartz  Publisher  Jay  Lauf 

•  BuzzFeed  Executive  Vice  President  of  Business 
Operations  Eric  Harris 

•  Mobile  Marketing  Association  CEO  Greg  Stuart 

•  Iowa  SourceMedia  Group  Vice  President  of  Sales  and 
Marketing  Chris  Edwards 

•  Next  Generation  Catalyst  author  and  Millennial  expert 

Ryan  Jenkins 

•  Dallas  Morning  News  Publisher  &  CEO  James  M.  Moroney  III 

►  THE  PARTICIPANTS 

The  2014  Mega-Conference  attracted  more  than  700 
media  executives.  Mega-Conference  participants  are 
decision-makers,  ready  to  act  on  the  ideas,  the  exhibits 
and  the  R&D  presentations  they  encounter  in  Atlanta. 

►  THE  PARTNERSHIP 

The  Mega-Conference  is  sponsored  by: 

Inland  Press  Association,  Local  Media  Association  and 
Southern  Newspaper  Publishers  Association. 


►  REGISTER  NOW 

Visit  www.Mega-Conference.com  to 
register  now  for  the  2015  Key 
Executives  Mega-Conference,  to  be 
held  Feb.  23-25  at  the  Marriott  Marquis 
Atlanta,  Atlanta,  Ga. 


►  BECOME  A  SPONSOR 

Some  great  sponsorship  opportunities  still 
remain  at  the  2015  Mega-Conference.  Get  your 
company  in  front  of  key  decision  makers  at 
THE  premier  industry  trade  show  for 
companies  that  do  business  with  newspapers. 


►  HOTEL 

Marriott  Marquis  Atlanta 

265  Peachtree  Center  Ave. 
Atlanta,  GA  30303 


i  Visit  www.Mega-Conference.com  for  complete  details  I' 
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hen  the  world  of  news— and  the  world  as  a 
whole— mourned  the  loss  of  beloved  news¬ 
paper  icon  Ben  Bradlee  last  October,  friends, 
f  amily,  and  colleagues  gathered  to  memorialize 
him  at  the  National  Cathedral  in  Washington, 
D.C.  It  wfisn’t  difficult  to  measure  how  the 
man  inspired  and  bettered  lives.  To  hear  his 
colleagues  and  coworkers  at  the  Washington  Post  tell  tales  of  Bradlee  in  profes¬ 
sional  action  is  to  get  a  sense,  too,  of  how  he  ran  a  newsroom. 


“Ben  prowled  the  newsroom, 
wolf-like,  in  search  of  news,  gos¬ 
sip,  the  hidden  but  emerging  tinth,” 
Bob  Woodward  said  of  his  friend 


and  editor  at  the  funeral.  “I  le  was  a 
journalistic  warrior — unequaled  and 
probably  never  to  be  matched.  He  had 
the  courage  of  an  army,  a  lion  in  all 


seasons.  He  wanted  his  newspaper  to 
be  like  the  Navy  Destroyer  he  serv'ed 
on  in  World  War  II.” 

Carl  Bernstein  recalled  his  former 
editor  when  he  spoke  at  the  memorial 
ser\ace,  “There  was  no  safe  line  except 
the  truth.  No  group-think.  TVhat  was 
said?  What  happened?  Why?  What  is 
the  context?  No  sensationalism.  Keep 
tligging.’” 

The  tone  Bradlee  set,  the  expecta¬ 
tions  he  established,  the  way  he  both 
challenged  and  supported  journalists 
in  his  stead  became  the  stuff  of  news- 
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ixipcr  legend.  Under  his  leadership, 
The  Waslnu}!;ton  Post's  newsroom  in¬ 
spired  generations  of  aspiring  report- 
I'rs  who  wanted  to  be  Woodward  or 
llernstein,  and  who  wanted  to  work 
for  an  editor  like  Bradlee. 

'fo  say  that  the  news  landseape  has 
c'lianged  sinee  Bradlee  was  a  cata¬ 
lyst  for  the  topiiling  of  a  presidency 
would  be  an  iinder.statcmcnt.  Publish¬ 
ing  leadership  hiis  shifted;  mergers, 
acquisitions,  and  shutdowns  have 
collapsed  the  market.  There  are  fewer 
peojile,  hut  more  publishing  models 
lo  scale;  classilied  advertising  has  van¬ 
ished,  and  there's  a  void  where  those 
revenues  used  to  be.  Journalists  and 
news  organizations  arc  under  attack 
from  all  sides— I'rom  governments  and 
corporations  that  don't  want  them  to 
jniblish,  to  a\’erage  citizens  A\  ho  blame 
"the  media”  for  whatever  aihnent-du- 
jour  aftlicls  the  nation. 

The  que.stion  becomes:  How  can 
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news  organization  leadership  create, 
nurture  and  inspire  a  healthy  and 
prosperous  newsroom  culture  despite 
these  ehallenges? 

The  worst  of  times, 
the  best  of  times 

ewsroom  culture 
is  veiy  impor¬ 
tant,”  said  Linda 
Shaplcy,  direc¬ 
tor  of  newsroom 
ojierations  at  The  Denver  Post.  “We 
all  know  that  the  narrative  in  journal¬ 
ism — in  newspapers  in  particular  right 
now— is  not  good.  That’s  one  of  the 
things  that  really  fin.stratcs  me— that 
eveiybody  says,  ‘Oh,  newspapers  are 
dead!’  But  that’s  not  true.  It  may  be  a 
case  of  fewer  people  looking  at  print, 
but  that’s  not  the  only  place  where  we 
do  journalism  anymore." 

It's  because  of  multi-channel  and 
social-media  publishing  that  technolo- 


►  At  the  Denver  Post,  the  newsroom  culture 
has  changed  due  to  technology. 

g)^  plays  an  increasingly  important  and 
complex  role  in  shaping  a  newsroom’s 
culture.  What  are  the  tools  report¬ 
ers  need  in  order  to  create  exemplary 
woi'k  in  this  new  digital  age?  Wliat  are 
the  .systems  and  workflow  processes 
that  have  to  be  designed  in  order  to 
share  and  disti'ibute  infoi'mation  in 
new  ways,  to  new  audiences?  How  can 
technology  help  amass  information, 
cull,  and  adjudicate  information?  And 
is  the  publisher  able  and  \rtlling  to 
make  these  kinds  of  investments? 

But  then,  what’s  next?  What  will 
likely  be  the  next  technological  inno¬ 
vation  to  rock  the  world  of  news?  Will 
the  newsi'oom  be  I'cady  for  it? 

Shapley,  for  example,  has  seen 
technolog}^  not  only  transform  her 
o\Mi  eai’eer- which  blossomed  out  of 
pi-oduction  and  design  roles— but  the 
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No  one  tells  a  story  the  way 
a  newspaper  does 


166  MILLION 

U.S.  adults  engaged 
with  newspaper  digital 
content  in  October 
2014,  a  record  high. 
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^  Technology  plays  an  important  role  at  the 
Denver  Post. 


Denver  Post 


entire  business  model.  Today,  eN'cn^- 
thing  we  do  in  news  comes  down  to 
tiuestions  about  liow  best  to  leverage 
technology  and  data,  she  affirmed. 

Popular  memes  depicting  news¬ 
rooms  that  arc  challenged  to  compete 
in  nexe  media  \\ith  o/r/ tools  resonate 
with  journalists.  They're  darkly  ffinny, 
and  ffinny  because  they’re  often  true. 
Wlicn  journalists  and  editors  feel 
staiax'd  of  the  tools  and  training  they 
need  to  develop  as  professionals,  it 
shapes  culture. 

At  the  Minneapolis’ Tribune, 
reporters  have  been  equipped  ^^^th 
smartphones  and  tablets,  according 
to  Teriy  Sauer,  assistant  managing 
I'ditor/digital.  “They're  required  to 
shoot  video  and  report  through  social 
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media.”  But  tossing  hardware  and 
software  at  journalists  only  goes  so 
far  to  enable  them  in  their  new  and 
changing  jobs.  They  also  need  training 
and  go-to  mentors,  expeits  who  can 
teach  them  how  to  best  communicate 
information  across  platforms,  media, 
and  audiences. 

Sauer  offered  an  example  of  a  new 
hire  there  in  Minneapolis,  a  great  ad¬ 
dition  to  the  staff  who  will  help  report¬ 
ers  discover  the  best  ways  to  distribute 
and  display  stories,  and  offer  guidance 
on  how  to  leverage  digital  media  to 
acquire  information. 

It’s  not  only  unrealistic  to  expect 
that  journalists  \rill  just  naturally 
evolve  iis  experts  in  all  tilings  new 
media,  creating  a  culture  that  shames 
them  for  what  they  don't  know  reduc¬ 
tive  when  news  businesses  need  to  be 
at  their  progressive  best. 

“Sometimes  people  don’t  like  to  ask 
questions  in  the  newsroom  because 
the>'  fear  it  gives  the  impression  that 
they  don’t  know  a  lot  about  digital 
and  new  media,”  Sauer  said.  “You  see 
reporters  or  editors  who  sort  of  hang 
back  a  little  because  they  don’t  want  to 
expose  what  they  don’t  know.  But  a  lot 
of  us  don’t  know  a  lot  of  things.”  So  the 


newsroom  needs  to  be  a  safe  space  to 
explore  ideas,  to  ask  questions,  to  tiy^ 
new  things,  to  explore  and  learn. 

Mark  Cohen,  publisher  of  the 
Akron  Beacon  .knirnal  and  Ohio.com 
remarked  how  important  data  is  to 
newspapers  today.  He  said  that  “mak¬ 
ing  decisions  solely  by  gut  should  go 
the  way  of  the  rtpewTiter,”  and  that 
data  should  reveal  to  publishers  how 
best  to  reach  and  communicate  wdth 
audiences. 

“We  are  emphasizing  utilizing  social 
media,  ...  a  constant  theme  for  us,” 
Cohen  added.  “Tweet  it!  Post  it!  Write 
it!  And  the  utilize  your  \ideo.  This  is  a 
work  in  progress,  and  with  less  people 
and  few  support  staff,  the  message  of 
‘more’  doesn’t  always  resonate.  This 
change  will  happen  over  time,  so  we 
must  be  patient,  but  we  also  need 
to  be  persistent  about  this  culture 
change.” 


A  coHaborative  effort 


elissa  Bell,  senior 
product  manager 
and  executive  edi¬ 
tor  at  Vox  Media, 
Inc.,  spoke  about 


newsroom  culture  at  ONA14  in  Chica¬ 


go.  Bell,  who  joined  Vox  after  a  career 
at  The  Washington  Post,  suggested: 
“You  can  have  a  culture  of  creatirtffi 
and  startup  in  any  newsroom,  any¬ 
where,  right  now... The  time  I  spent  at 
77?c  Washin^on  Post  was  some  of  the 
most  innovative  and  creative  time  in 


my  career.” 

Later  during  her  conversation  \rith 
News  Deeply  CEO  Lara  Setrakian, 

Bell  pointed  out  how  lines  once  drawn 
between  disciplines  are  gone.  At  Vox 
Media,  teams  are  fueled  by  blended 
skills  and  perspective;  they  cooperate 
and  collaborate. 
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‘Making  decisions  solely 
by  gut  should  go  the 
way  of  the  typewriter.” 


^  Mark  Cohen,  publisher,  Akron  Beacon  Journal 


“Wliat  we  want  to  do  \\ith  our  team 
is  to  have  it  as  integrated  as  pos¬ 
sible — to  have  developers  sitting  next 
to  designers,  to  have  reporters  talking 
to  \ideographers,  to  have  that  con¬ 
stant  creativity  and  flow  happening,  so 
that  we  can  be  really  creative  ^^^th  our 
formats,  so  we  don’t  get  stuck  ^^^th  one 
t>pe  of  article,”  she  said. 

Corey  Johnson  spoke  about 
newsroom  culture  from  his  first-day 
working  under  the  editorial  direction 
of  Bill  Keller  at  The  Marshall  Project. 
Johnson  has  the  unique  perspective 
of  hating  worked  in  both  newspapers 


and  non¬ 
profit  news— most  recently,  at  The 
Center  for  Investigativ'^e  Reporting. 

He  concurred  that  collaboration  is 
increasingly  important  in  how  report¬ 
ing  is  done,  how  stories  are  told,  how 
information  is  shared. 

Johnson  offered  a  personal  exam¬ 
ple:  For  more  than  a  year,  he  worked 
on  an  investigative  stort^  about  safety 
concerns  in  California  schools.  He 
worked  alongside  a  diverse  mix  of  col¬ 
leagues — representatives  from  finance, 
IT,  community  outreach  and  other 
project  stakeholders. 


‘There  was  a  woman  sitting  at  the 
table  who  said,  ‘Hey,  we  need  to  figure 
out  ways  to  get  this  to  the  people  who 
are  impacted  the  most,  and  that’s  the 
children.’  She  came  back  with  an  idea 
for  a  coloring  book,  a  (companion ) 
to  the  stor^'.  Don’t  you  know',  by  the 
time  that  stor>'  published  there  were 
thousands  of  people  clamoring  for  the 
coloring  book— senators,  legislators... 
veiy'  important  people  in  California... 
People  w'ho  w'ouldn’t  have  ordinarily 
have  read  that  story  got  a  way  into  it 
through  the  coloring  book.” 

Today’s  news  leadership  needs  to 
understand  the  A'alue  of  that  kind  of 
collaboration,  particularly  at  a  time 
w'hen  potential  audiences  are  vast 
and  diverse,  and  new's  organizations 
are  challenged  by  multi-platform, 
multi-channel  publishing,  according 
to  Johnson. 

“At  the  same  time,  one  has  to  resist 
the  temptation  of  being  innovative  for 
innovation’s  sake,”  he  said.  “It  has  to 
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►  Corey  Johnson,  staff  writer,  The  Marshall 
Project 

that  you  were  committed  to  investi¬ 
gative  reporting.” 

“Evei7>'  newsroom  hits  a  culture,” 
Joseph  continued.  “We’re  a  tabloid, 
so  our  culture  is  going  to  be  radically 
different  than  what  The  Wmhinj^f  on 
Post  was  once  like,  for  sure... We’re  a 
tabloid  \Nath  a  ver)^  tiny  staff,  and  we’re 
owned  by  the  same  company  that 
owns  our  competitor  here  in  to^^^^, 

The  Philadelphia  Inquirer.  So  our 
culture  is  basically  of  the  neglected, 
down-trodden  underdog!  FeisffM  I’hc 
red-headed  step-child — whatever 
metaphor  you’d  like  to  use.” 

But  being  the  underdog  in  a  big  mar¬ 
ket  proves  to  be  a  good  motivator  in  the 
newsroom,  according  to  Joseph.  “We’re 
all  in  it  together,  so  there’s  no  such  thing 
as  fighting  among  ourselves  because  we 
can’t  afford  it.  We  all  have  to  pull  in  the 
same  direction.  We’re  all  driven  by  the 
need  to  do  the  best  possible  journalism 
and  break  the  big  stories,  tmd  do  strong 
investigative  stories — and  to  do  it  with  a 
third  less  of  the  resources  that  the  other 
paper  has.” 

It  is  that  sense  of  being  constantly 
besieged  that  makes  for  a  united  front 
in  the  newsroom,  Joseph  said. 

In  the  day-to-day,  it  helps,  too,  to  be 
part  of  a  newsroom  where  colleagues 
can  share  a  quip,  offer  some  perspec¬ 
tive,  and  be  empathetic  about  the 
weight  of  the  job. 

“To  keep  your  sanity,  you  have  to 
have  a  great  sense  of  humor,”  Joseph 
said.  “This  is  a  newsroom  that  laughs 
a  lot,  I’ll  tell  you  that.  This  newsroom 
has  a  lot  of  fun... That’s  veiy  much  part 
of  our  culture.” 

That’s  something  else  that  Ben  Bra- 
dlee  got,  according  to  his  many  pro¬ 
tegees  and  colleagues:  News  is  hard. 
J'he  job  is  stressful,  the  challenges  and 
obstacles  often  seem  monumental. 

I  lumor  and  perspective  help  right  the 
ship.  ■ 


have  purpose. ..Craft  people  can  distin¬ 
guish  themselves  still  by  how  well  we 
do  the  core  mission.  We  need  leaders 
who  aren’t  tempted  to  throw  the  first 
thing  up  on  the  Web  just  to  get  clicks, 
but  wants  you  to  make  sure  you  get 
the  stoiy  right,  and  ^^^ll  give  you  the 
time  and  space  to  make  sure  you  get 
the  stoiy  right.” 

News  is  a  daunting  profession,  ^^^th 
serious  and  profound  responsibility’. 
Editors  and  journalists  are  tasked  with 
writing  “the  rough  draff  of  histoiy,” 
according  to  Johnson. 

■■'I'hat’s  important.  The  better,  more 
accurate  your  stoiy  is,  the  better  you’re 
c-ontributing  to  ‘the  record,  ”  he  said. 
“What  investigative  reporting  does  is 
go  beyond  that... to  the  big  issues  of 
the  day,  the  things  that  jicople  need  to 
know  but  wouldn’t  know^  othenrise, 
because  the  government  or  business 
interests  don't  want  them  to  know. 
Those  stories  are  risky;  they’re  expen¬ 
sive,  and  it  takes  strong  leadership.” 

Support  systems 

Thinking  back  over  the 
course  of  his  nearly  B4 
years  with  the  Phila¬ 
delphia  Daily  Nexvs 
city  editor  Gar  Joseph 


We  need  leaders 
who  aren’t  tempted 
to  throw  the  first 
thingupontheWeh 
just  to  get  clicks, 
nut  wants  you  to 
make  sure^ou  get 
the  stoiy  right.” 

said  he  felt  lucky  for  the  editors  wiio 
mentored  him  along  the  w'ay.  “Gil 
Spencer,  Zack  Stalberg,  and  Michael 
Days— even*'  single  one  of  them  w^as 
utterly  committed  to  quality  journal¬ 
ism,  high  standards  of  professional 
journalism  and  cared  more  about 
that  than  anvlhing  else.  They  w^ere, 
in  a  sense,  our  buffer  with  the  corpo¬ 
rate  ow'nership...They  had  your  back, 
and  the  only  thing  they  asked  of  you 
is  that  you  shared  their  value  and 
that  you  didn’t  let  them  dowm,  that 
you  did  the  best  job  you  could,  that 
you  w'ere  a  fanatic  for  accuracy,  and 
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We  re  Looking  for  the 
Future  Generation  of 
Newspaper  Leaders 


Editor  &  Publisher  \jvants  to  recognize 
the  next  generation  of  newspaper 
publishing  leaders,  and  we  need  your 
help.  We’re  talking  about  people  who  are 
young,  bright,  and  capable  of  tackling 
whatever  the  changing  newspaper  cli¬ 
mate  throws  at  them.  People  with  busi¬ 
ness  acumen  to  lead  through  trying 
times  and  vision  to  implement  bold,  new 
strategies  to  move  their  newspapers  for¬ 
ward. 

Please  help  us  by  nominating  a  news¬ 
paper  up-and-comer  (or  yourself)  for 
our  “Publishing  Leaders  —  25  Under  35” 


feature  article  that  will  appear  in  E&P's 
'“’ApriUssue. 

Nominations  are  open  to  men  and 
jomen  age  35  years  and  younger, 
iates  may  be  publishers,  editors, 
advertising  executives,  circulation  man¬ 
agers  or  other  newspaper  leaders.  Nomi¬ 
nees  must  own  or  work  for  a  print  or 
online  newspaper. 


'v' 


Deadline:  Feb.  20,  2015 


Nominate  online:  editorandpublisher.com/25under35 


Publishers  set  goals 
for  the  new  year 


By  Nu  Yang 
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Sara  Johnson  Borton 

The  State  (Columbia.  S.C.) 


Even  though  sara  Johnson 
Borton  was  recently  named  pub¬ 
lisher  of  The  State,  she  also 
serves  as  president  and  publisher  of  two 
neighboring  newspapers,  The  (Hilton 
Head)  Island  Packet  and  The  Beaufort 
Gazette.  Adding  one  more  paper  to 
her  plate  was  just  another  welcomed 
challenge. 

When  she  thinks  back  to  2014,  Borton 
said  digital  played  a  big  part  in  the  news¬ 
room  and  with  advertisers. 

"We  learned  to  engage  with  our  part¬ 
ners  by  creating  complete  marketing 
plans,"  she  said.  "It  was  like  a  full-fledge 
agency,  and  we  saw  good  success  with  it.” 

Borton  also  increased  the  amount  of 
field  training  with  her  sales  representa- 
Borton  is  now  experimenting  with  new  market  rate  cards  tives,  where  now  one  out  of  three  reps 
so  that  each  ciient  is  offered  a  unique  and  exclusive  pack-  enters  the  field  with  a  team  leader  it  s 
age.  Each  one  will  include  print  and  digital  options.  very  intense,  she  said 

And  it’s  paying  off.  Borton  is  now 

■  experimenting  with  new  market  rate 

cards  so  that  each  client  is  offered  a  unique  and  exclusive  package.  Each 
one  will  include  print  and  digital  options.  The  focus  will  be  on  the  local 
retailer  and  pricing  out  the  market  in  order  to  bring  back  former  clients. 

"We’re  learning  less  is  more,"  she  said.  "It’s  a  new  world  and  we’re  play¬ 
ing  in  a  different  league  where  we  can  target  things  specifically." 

The  paper  also  launched  "Go  Columbia,”  a  new  entertainment  section 
in  print  and  online.  “We’re  also  focused  on  our  marketing  revenue,  aligning 
ourselves  with  publications  that  make  more  sense  and  focusing  on  creat¬ 
ing  more  supplements,”  Borton  said. 

Working  with  different  rates  and  different  platforms  opens  up  the  mar¬ 
ketplace,  she  added.  "It  allows  us  to  drive  business  in  different  ways,"  she 
said. 

Although  print  still  plays  a  big  part,  mobile  accounted  for  50  percent 
of  the  paper’s  website  traffic.  Borton  said  these  changes  are  best  for  the 
market  and  with  how  they  reach  readers  and  advertisers. 

“We  may  not  have  a  map.”  she  said.  "But  we  draw  the  map  as  we  go." 


MY  WISH  LIST  FOR  2015:  Grow  our  audience  in  print  and  digital. 
Provide  more  innovative  and  targeted  solutions  for  our  advertisers. 
Be  smart  with  our  resources,  so  we  can  become  the  paper  of  2020. 
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“The  (Ferguson)  shooting,  the  protests 
and  the  unrest  that  followed  created 
a  challenging  work  and  economic 
environment  for  the  company.” 


ONE  OF  THE  biggest  news  stories  from  last  year  took 
place  in  the  backyard  of  Ray  Farris,  St.  Louis  Post- 
Dispatch  publisher.  The  shooting  of  Michael  Brown  in 
Ferguson,  Mo.  captured  the  nation's-and  the  world’s— atten¬ 
tion,  and  the  Post-Dispatch  was  there  to  document  the  situa¬ 
tion  on  every  platform. 

“The  shooting,  the  protests  and  the  unrest  that  followed  cre¬ 
ated  a  challenging  work  and  economic  environment  for  the 
company,”  Farris  said.  “This  was  a  huge  national  story,  and  our 
newsroom  showed  tremendous  courage,  passion,  and  determi¬ 
nation  to  bring  it  home.” 

Looking  ahead,  Farris  said  he’s  excited  to  see  St.  Louis 
move  forward  in  a  constructive  way  from  Ferguson.  “The  Post- 
Dispatch  will  play  an  important  role  in  hosting  and  encouraging 
that  conversation  of  our  next  steps  as  a  community,  a  state,  a 
nation.  Never  is  a  daily  newspaper  more  needed  than  in  a  time 
of  crisis,  and  St.  Louis  needs  the  Post-Dispatch  right  now.” 

On  the  business  side,  the  Post-Dispatch  launched  stlEXTRAI, 
the  paper’s  digital  subscription  service,  in  April. 

“stlEXTRAI  has  been  very  successful  in  helping  us  unlock  the 
value  of  a  paid  online  reader  base  without  eroding  our  huge 
digital  audience,”  Farris  said.  “In  fact,  in  2014,  we  achieved 
eight  out  of  our  10  highest  digital  traffic  days  ever  after  launch¬ 
ing  StlEXTRAI” 

The  Post-Dispatch  also  plans  to  expand  in  other  digital  areas. 
“We  will  also  focus  heavily  on  digital  advertising  fueled  by 
growth  in  mobile  revenue  and  page  views,  and  by  solid  growth 
from  Amplified  Digital,  our  digital  advertising  agency,”  Farris 
said. 

The  paper  also  launched  food  magazine  Feast  across  the 
state  of  Missouri.  In  partnership  with  PBS,  Feast  TV  airs  weekly 
and  has  won  Midwest  Emmys  two  years  in  a  row  for  outstand¬ 
ing  magazine  program.  Farris  said  he  is  currently  working  on  a 
plan  to  brand  Feast  as  a  food  content  component  in  newspa¬ 
pers  across  Lee  Enterprises,  the  paper’s  parent  company. 

“In  advertising  and  the  newsroom,  we  see  a  vibrant  future 
with  video,  mobile,  search  marketing,  social  media,  native 
advertising,  special  events  and  other  creative  content  ideas  all 
coming  into  their  own,”  he  said.  “Things  are  moving  forward  at 
an  incredible  pace,  and  to  me,  that  pace  of  change  and  innova¬ 
tion  is  something  I  really  love  about  this  business.” 
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in  this  transaction. 


Dirks„  Van  Esst'ii  IMurray 


MY  WISH  LIST  FOR  2015:  I’m  excited  to  see  all  our  ini 
^  tiatives  take  flight.  Our  digital  agency,  event  sponsor¬ 
ships,  Feast  expansion  and  especially  stlEXTRAI  are 
all  still  in  their  infancy,  and  like  a  proud  father,  I  am  eager  to 
watch  them  all  develop  to  their  full  potential. 
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INLAND 

PRESS  FOUNDATION 


►  MARCH  10  &  11,  2015 

Inland  Human  Resources 
anagement  Conference 

AT  THE  OFFICES  OF  SEYFARTH  SHAW  LLP, 

THE  CITADEL,  131  S.  DEARBORN  ST,  CHICAGO 


The  only  conference 
exclusively  for  newspaper 
HR  professionals! 


►  TUESDAY  MARCH  10  8:15  am  -  5  pm. 

►  WEDNESDAY  MARCH  11  8:15  a.m.  -  3  p.m. 


Registration  fee:  First  attendee,  Member  $395; 
Non-member  $595;  Subsequent  members  $195, 
non-members  $350 

Hotel  accommodations:  The  Palmer  House, 

17  E  Monroe  St  Chicago,  IL  60603 
(312)  726-7500  —Rate  $179 

If  you  experience  any  difficulties  or  need  hotel 
assistance  please  contact  Karla  Zander  at 
kzander@inlandpress.org  or  847.795.0380 


•  Best  Practices  for  Hiring,  Rewarding  and 
Communicating 

•  How  to  Keep  Employees  on  your  Side  in  Times  of 
Cost  Cuts,  Downsizing  and  Change  with  Dan  Chiodo, 
President,  iMPACT  Training  &  Executive  Coaching 

•  Lunch  with  EEOC  Commissioner  Victoria  A.  Lipnic 

(invited) 

•  Legal  Update:  Social  Media  Policy,  FMLA,  ACA,  ELSA, 
Newspaper  Independent  Contractor  Updates  with 

Attorneys  from  Seyfarth  Shaw,  Chicago,  IL 

•  Idea  Exchange:  Background  Checks,  Drug  Screening 
and  Healthcare  Cost  Control 

•  Managing  your  CEO:  Forging  The  Ties  That  Bind 

•  Organizing,  Compensating  and  Incenting 
Your  Sales  Team 

•  Labor  and  Employee  Relations,  Diversity  and 
Severance  —  William  Behan,  Sr.  VP  Labor  Relations, 
Gannett  (invited) 

•  Best  Places  to  Work:  What  Makes  Them  Special 
and  How  to  Be  One  of  Them? 


For  more  information,  contact  Patty  Slusher,  Director  of  Membership  and  Programming,  at  pslusher@inlandpress.org,  or  847-795-0380 

. . - - - 1  Visit  www.inlandpress.org  for  complete  details  I - 

Stay  engaged. 

Find  solutions. 

Move  forward. 

PRESS  ASSOCIATION  &  FOUNDATION 


INLAND 


Wolman  expects  a  big, 
ambitious  year  in  2015. 
“We’li  continue  to  look 
after  the  public  interest 
and  serve  as  the  watch¬ 
dog.  We’re  keeping  a 
close  eye  on  the  city’s 
bankruptcy,  the  auto 
industry  and  athletics. 
There’ll  be  more  culture 
coverage.” 


Jon  Wolman  /  Detroit 

News  (Detroit,  Mich.) 


The  city  of  Detroit  is  never 

short  of  stories.  Just  ask  Detroit 
News  publisher  Jon  Wolnnan. 

As  he  reflected  on  the  biggest  stories 
from  2014,  Wolman  said  a  couple  came 
to  mind;  covering  Detroit’s  bankrupt¬ 
cy  and  the  city’s  elected  officials,  the 
demanding  stories  of  the  auto  indus¬ 
try  and  its  recalls,  professional  and  col¬ 
lege  sports,  and  Motown  returning  to 
Motown. 

With  so  many  news  stories  to  cover,  it 
only  makes  sense  that  the  paper  decid¬ 
ed  to  upgrade  its  systems  last  year.  "We 
relaunched  our  digital  platforms  this  fall 
with  a  new  CMS  and  we  spent  a  lot  of 
time  training  our  employees,”  Wolman 
said.  "I  fully  expect  these  upgrades  to 
blossom  in  2015.  We’re  taking  advantage  of 
this  new  workflow,  which  will  enhance  our 
digital  presentation  as  a  result.” 

An  example  is  the  annual  North  American 
International  Auto  Show  that  takes  place 
every  January.  Thanks  to  the  upgrades, 
Wolnnan  said  the  News  is  able  to  present  sto¬ 
ries  in  new  visual  ways,  including  video  and 
photo  galleries. 

Not  only  did  the  internal  workflow  get 
an  upgrade,  but  so  did  the  physical  outdoor 
building.  In  October,  the  paper  left  its  home  of 
97  years  in  downtown  Detroit  (it  was  designed 


by  Albert  Kahn  in  1917  and  initially  served  as 
a  printing  plant)  and  moved  to  a  more  mod¬ 
ern  location  five  blocks  away.  Under  a  Joint 
Operating  Agreement,  it’s  also  a  new  home 
for  the  Detroit  Free  Press. 

“It  was  a  poignant  move,”  Wolman  said,  but 
necessary  as  both  papers  evolve  into  a  digital 
workplace. 

As  Digital  First  Media,  the  paper’s  owner, 
contemplate  its  next  move  (the  company 
announced  in  September,  it  would  “evaluate 
and  consider  strategic  alternatives”  with  its 
media  properties),  Wolman  said  it’s  business 
as  usual  at  the  News. 

He  expects  a  big,  ambitious  year  in  2015. 
“We'll  continue  to  look  after  the  public  inter¬ 
est  and  serve  as  the  watchdog.  We’re  keeping 
a  close  eye  on  the  city’s  bankruptcy,  the  auto 
industry  and  athletics.  There’ll  be  more  culture 
coverage.” 

Over  the  past  10  years,  he  has  seen  the 
industry  make  more  of  an  effort  to  shift  from 
print  to  digital  especially  with  multimedia  sto¬ 
rytelling.  "An  important  part  of  our  operation 
is  working  hard  creatively  for  our  newspaper 
readership...it’s  about  finding  the  right  bal¬ 
ance  between  print  and  digital.  As  an  industry, 
we're  making  progress  with  that  line.” 

MY  WISH  LIST  FOR  2015:  Take  advan- 
^  tage  of  our  new  technology.  Make  the 
efforts  to  put  the  right  resources  into 
the  right  stories  in  order  to  expand  our  audi¬ 
ence  engagement. 


Andrew  Olsen  / 

Times/Review  Media  Group 
(Mattituck,  N.Y.) 

As  THE  PUBLISHER  of  three  week¬ 
ly  newspapers  (Suffolk  Times, 
RIverhead  News-Review  and  Shelter 
Island  Reporter)  and  a  suite  of  magazines, 
Andrew  Olsen  described  2014  as  a  year  full  of 
improvements. 

The  company  upgraded  its  Web  servers 
along  with  software  throughout  the  news¬ 
rooms.  As  a  result,  Olsen  said  Web  traffic  rose 


20  percent  last  year,  and  website  traffic  broke 
1.1  million  page  views  in  a  monthly  period.  He 
noted  that  40  percent  of  that  traffic  came  from 
mobile  devices.  Due  to  the  high  percentage  of 
mobile  traffic,  the  company  also  launched  a 
responsive  design  template  for  its  websites. 

“It’s  made  us  much  more  effective,”  Olsen 
said,  adding  the  new  design  also  allowed  them 
to  offer  more  advertising  packages. 

Located  90  miles  from  New  York  City.  Olsen 
said  tourism  offers  a  huge  opportunity  for 
them.  “Many  residents  buy  their  second  homes 
here,  so  home  and  leisure  is  big  here."  The 
company  is  able  to  target  that  audience  with 
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publications  like  The  Long  Island  Wine 
Press,  a  group  of  Northforker  niche 
magazines,  and  digitally  at  northfork- 
er.com. 

One  of  Olsen’s  biggest  challenges 
was  figuring  out  how  to  operate  from 
a  multiplatform  standpoint,  not  only 
in  the  newsroom,  but  with  advertisers. 

Educating  his  staff  on  the  Web  space 
was  a  priority. 

"We’re  constantly  training,"  he 
said.  "We’re  leading  the  entire  com¬ 
pany  and  mobilizing  them  especially 
the  sales  team.” 

In  2014,  the  Times/Review’s  trio  of 
newspapers  became  the  first  weeklies  invited  to  participate 
in  Newseum’s  online  display  of  front  pages.  Previously,  the 
Newseum  website  only  displayed  front  pages  from  newspa¬ 
pers  with  a  daily  circulation,  but  that  changed  when  about 
130  weekly  newspapers  banded  together  last  spring  and 
sent  in  their  front  pages  as  a  protest  to  the  policy.  Now,  any 
general  interest  newspaper  can  participate. 


Olsen  credited  executive  editor  Grant 
Parpan  for  that  accomplishment.  "It  lift¬ 
ed  everybody  here,"  he  said.  "Being  the 
first  weekly  featured  shows  the  impact  of 
community  journalism." 

As  he  prepares  for  2015,  Olsen  said  his 
biggest  opportunity  will  be  in  the  Web 
space.  "The  inventory  is  available  espe¬ 
cially  with  the  magazine  portion  of  the 
business.  We  want  to  offer  higher  pro¬ 
duction  values  and  step  up  our  content.” 
Olsen  added  there  was  also  potential  to 
offer  digital  agency  services  to  clients. 

Transforming  into  a  multiplatform 
company  is  a  trend  he  sees  the  entire 
industry  going  through  right  now.  "It’s  a  game  changer.  We 
have  to  be  comfortable  publishing  and  selling  on  a  variety 
of  platforms.” 

ilY  WISH  LIST  FOR  2015:  Create  engagement  with 
^  each  of  our  products,  whether  it’s  with  digital  or  with 
our  magazines. 


As  Olsen  prepares  for  2015,  he 
said  his  biggest  opportunity 
will  be  in  the  Web  space.  “The 
inventory  is  available  espe¬ 
cially  with  the  magazine  por¬ 
tion  of  the  business.  We  want 
to  offer  higher  production  val¬ 
ues  and  step  up  our  content.” 
Olsen  added  there  was  also 
potential  to  offer  digital  agen’ 
cy  services  to  clients. 


Digital 

Preservation  Speaks 


VOLUMES 


Don’t  Wait 

Digitally  preserve 
your  newspapers 
and  bound  volumes 


to  say  but  a  whole  lot  to  SEE. 

.toc7graphics.com 
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Alexandra  Villoch 

Miami  Herald  (Miami,  Fla.) 


As  Villoch  plans  for  2015,  she  hopes  to 
accomplish  many  goals  throughout  the 
company.  In  the  newsroom,  there’s  the 
expansion  of  editorial  videos.  “We  will  con¬ 
tinue  to  cross  train  and  provide  our  news¬ 
room  team  the  necessary  tools  and  support 
our  efforts  across  all  content  platforms.” 


WHEN  ALEXANDRA  VILLOCH,  president  and  publisher  of  the 
Miami  Herald  Media  Co.,  reflects  on  2014,  she  is  reminded  of 
the  newsroom’s  successful  stories. 

"We  started  off  the  year  with  the  powerful  Innocents  Lost  senes,  an 
investigation  of  the  deaths  of  more  than  477  children  in  the  state  of  Florida 
and  the  systemic  failure  that  led  to  this  tragedy.  We  also  uncovered  the 
grisly  mistreatment  of  prisoners  in  the  state  prison  system.  Both  investiga¬ 
tions  have  led  to  legislative  and  policy  change,"  she  said. 

The  paper  also  redesigned  and  expanded  existing  sections.  At  the 
Miami  Herald.  Tropical  Life  expanded  food  and  dining  content:  a  revamped 
Business  Monday  and  standalone  Business  section  were  launched  in 
September,  and  the  Neighbors  section  expanded  weekly  features.  The  com¬ 
pany's  Spanish-language  daily  newspaper,  el  Nuevo  Herald,  also  launched  a 
new  section  titled  Galena  305. 

The  paper  also  continued  to  see  success  with  new  products  that  cap¬ 
ture  and  increase  audience  and  readership.  "Two  years  ago  we  launched 
Indulge,  a  luxury  magazine  distributed  to  key  demographics  and  free- 
racked  at  high  end  hotels  and  restaurants/spas  across  South  Florida.  We 
have  utilized  our  unique  distribution  capabilities  to  deliver  Indulge  to 
the  exact  targets. 

“We  have  also  continued  to  expand  Yes!  (Your  Essential  Shopper),  a 
weekly  shopper  delivered  to  more  than  120,000  households  in  South 
Florida,  in  order  to  meet  the  demands  of  both  shoppers  and  advertisers. 
Additionally,  we  launched  a  weekly  Spanish  tabloid  delivered  to  households 
in  areas  where  Spanish  is  the  preferred  language.” 

As  Villoch  plans  for  2015,  she  hopes  to  accomplish  many  goals  through¬ 
out  the  company.  In  the  newsroom,  there’s  the  expansion  of  editorial  vid¬ 
eos.  "We  will  continue  to  cross  train  and  provide  our  newsroom  team  the 
necessary  tools  and  support  our  efforts  across  all  content  platforms.” 

This  past  year,  the  company  introduced  Impress  Local,  providing  digital 
solutions  for  advertising  clients  and  allowing  them  to  control  and  track  their 
online  presence  and  reputation. 

“We  are  in  the  process  of  revamping  our  entire  advertising  division  struc¬ 
ture  to  better  reflect  the  needs  of  our  clients,  providing  fully  integrated 
account  management,”  Villoch  said. 

After  moving  to  a  new  facility  in  2013,  Villoch  said  the  company 
invested  in  presses  and  streamlining  its  operations.  This  past  year,  the 
operations  team  added  additional  color  capacity  to  the  presses  and 


changed  over  to  new  plates. 

“We  transitioned  to  a  new  brighter  higher  quality  newsprint  and  changed  over  our  ink  as  well,”  Villoch 
said.  "Lots  of  changes-all  targeted  at  improving  the  quality  of  our  printed  products,  while  at  the  same  time 
gaining  financial  efficiencies.  It’s  a  win-win.” 


MY  WISH  LIST  FOR  2015:  Continue  to  serve  our  community  and  be  the  voice  of  those  who  have 
no  voice.  Continue  to  grow  through  diverse  and  innovative  products  and  solutions,  resulting  in 
increased  revenue.  ■ 


r»  2  I  I  ',  &  1’ 


I'F.nRUARY  2mr, 


.editorandpublisher.com 


ED1TOR0’  PUBLISHER 


94th  Annual 


2  Vol.  (2  book)  Set 

Over  1 ,700  pages 


Newspaper 

DataBook 


Total  price  for  the  2-volume  (2  book)  set, 
includes  shipping  *$289 


•  Details  about  1,331  Daily  and  5,740  Weekly  Newspapers  Included 

(paid  circ.  -  89.9  million,  total  combined  circulation  110.2  million) 

•  Who's  Where  Contact  Directory  of  Industry  Professionals  Included 

•  Specialty  &  Niche  Papers  Included 

•  Newspaper  Groups,  Associations,  Organizations  Included  Included 

and  Services  to  the  Industry 

•  Advertising  Representatives  and  Newspaper  Brokers  Included 

•  Ethnic  and  Religious  Newspapers  Included 

•  Black,  Latino  and  Jewish  Newspapers  Included 

•  College  and  University  Newspapers  +  Schools  of  Journalism  Included 

•  Military  Newspapers  Included 

•  Alternative  Newspapers  Included 

•  Gay  and  Lesbian  Newspapers  Included 

•  Parenting,  Real  Estate  and  Senior  Publications  Included 

•  News,  Pictures  and  Syndicated  Services  Included 


The  2015  DataBook  contains  tens 
of  thousands  of  facts  for  more  than 
8,000  daily  and  weekly  U.S.  and 
Canadian  newspapers  with  a  com¬ 
bined  circulation  of  110.2  million! 


Order  Toll  Free: 

(888)  732-7323 

(949)  660-6150  (outside  U.S.) 
8:30  a.m.  -  5  p.m.,  M-F  (PT) 


Order  Online: 

Print  version: 

editorandpublisher.com/printdatabook 
Online  database: 
editorandpublisher.com/databook 


Innovation 

Nation 

Experts  reveal  what’s  working 
right  now  in  digital  publishing 


I  By  Rich  Kane 

T’S  A  NEW  YEAR,  whifli  will  likely  bring 
about  more  layoiCs,  eiitbaeks,  and  possible 
sbulterings  orsome  newsi^apers  altogether. 

Hut  while  ehange  is  a  eonstant  thing  in  this 
ever-e^■olving  industiy.  there's  still  room  lor 
ojitimism.  New  innovations  and  ideas  give 
journalists  reason  to  he  exeited  about  the  future  -at 
least  until  the  heat!  ol'MK  ealls  them  into  the  of- 
liee — and  fresh  teehnologies  and  digital  startups  will 
eontinue  to  make  news  in  201.^. 

With  a  look  toward  the  future,  rounded  up 
a  group  of  experts  to  (ind  out  who's  innovating  in 
journalism  and  advertising,  and  where,  the  industiy  is 
heaeling. 
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Alesai  Bajak  Storybench.org 

Aleszu  Bajak  is  a  Journalism  instructor  at  Northeastern  University’s  media  innova¬ 
tion  program,  where  he  edits  Storybench.org,  an  "under-the-hood”  guide  to  digital 
storytelling. 

WHAT'S  WORKING?  FINDING  THE  AUDIENCE  where  they  are.  Open- 
sourcing  tech  and  code  to  improve  workflow  and  storytelling  (Chart- 
builder,  from  David  Yanofsl^’  at  Quartz,  is  a  great  example).  Building  projects  and 
templates  that  can  be  applied  to  multiple  contexts,  i.e.  Miguel  Paz’s  government 
accountability  project  Poderopedia  being  replicated  across  Chile,  Venezuela  and 
Colombia.  The  iterative  design  process  in  news  apps  and  newsroom  workflow. 


On  the  advertising  side,  I  think 
we’ll  see  more  in-house  native  ad  de¬ 
sign  like  we’re  seeing  from  Quartz. 
Their  focus  is  on  the  seamless  inte¬ 
gration  of  beautiful  ads  into  a  news 
feed. 

I  think  we’ll  see  lots  of  innovation  in 


drone  journalism.  It  just  won’t  be  in 
the  United  States.  With  wearable  tech, 
well  see  a  lot  of  Dick  Tracys  around.  It 
seems  mobile  is  the  only  place  where 
news  can  grow. 

In  10  years,  a  handful  of  outlets  vill 
continue  to  preach  ethical  journal¬ 


ism,  but  most  news  will  be  bite-sized 
and  bastardized.  We  need  to  look  at 
what  people  outside  of  news  organiza¬ 
tions  are  doing  to  share  information 
and  tell  stories.  And  we  can’t  deceive 
people  into  reading  news.  We  need 
them  to  want  to  read  news. 


Lon  Haene!  Janesville  Gazette 

Lon  Haenel  is  vice  president  of  digital  media  and  circulation  for  the  Janesville 
(Wise.)  Gazette  and  its  parent  company.  Bliss  Communications. 


News  ORGS  have  to  invest  in  digital,  they  just  have  to  invest  in  digital 
now.  Any  of  these  initiatives  take  time  to  ramp  up.  Are  they  wildly  profit¬ 
able  in  their  first  year?  No.  Publishers  need  to  give  themselves  a  year-and-a-half 
to  three  years  so  their  digital  products  can  mature  to  their  full  potential. 


I  believe  the  most  successful  innova¬ 
tive  companies  are  where  account 


executives  on  both  the  print  and  digi¬ 
tal  sides  all  work  together.  I  just  don’t 
know  as  an  industry  if  we  do  enough 
of  that.  No  one  is  really  talking  to  each 
other  to  find  out  what  everyone  else 
is  doing.  We’ve  got  to  have  a  better 
understanding  of  what  our  customers 
want,  and  talk  to  them  and  listen  to 
them. 

I  see  the  development  of  out¬ 
side  contributor  networks  gro\ring. 
Huffington  Post  does  it  well.  Instead 
of  growing  your  newsroom  from  50 
to  250,  you  can  have  the  contributor 
network  be  the  main  mechanism  for 
your  user-generated  content.  That’s  a 
very  interesting  thing  to  follow. 

The  newspaper  industry  can’t 


continue  to  create  inches  and  pages  at 
the  ever-increasing  costs  we’re  seeing 
today.  With  digital,  all  the  content 
needs  to  play  as  well  as  our  hardcore 
journalism  does,  and  needs  to  gener¬ 
ate  as  much  return  traffic  as  possible 
through  engagement  and  social  me¬ 
dia.  The  t>TDes  of  content  we  see  doing 
great  right  now,  it’s  the  city  bus  that 
ran  into  the  duplex.  Sometimes  it’s 
really  negative  news  that  plays  well. 
That  content  finds  us. 

Some  of  the  evergreen  topics  have 
interest.  We  have  a  small  network  of 
contributors,  and  some  of  that  DIY 
content,  like  gardening  tips  posted  a 
year  ago,  those  have  as  much  traf¬ 
fic  today  as  content  we’ve  posted  an 
hour  ago.  A  retired  mayor  or  politi¬ 
cian  might  want  to  create  content. 
There’s  no  better  person  to  wiite  than 
someone  with  e.xpertise,  like  a  college 
professor  who  knows  tech,  maybe  they 
could  proride  two  or  three  pieces  of 
content  a  month. 

We’re  all  after  site  stickiness,  and 
we  want  to  be  sure  people  come  back 
again  and  again. 
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John  Bracken 

The  Knight  Foundation 


John  Bracken  is  vice  president  of  media  innovation  at  the 
Knight  Foundation. 

WE’RE  SEEING  A  TREND  in  bringing  together 

freelance  creative  content  storytellers  and  find¬ 
ing  ways  to  build  storytelling  networks  that  includes 
revenue  generation.  We’re  also  seeing  more  data  analjl;- 
ics  and  user  analytics  being  applied  to  reach  audiences. 


The  expansion  of  video  is  also 
becoming  huge.  At  some  point  soon, 
\ddeo  will  be  what  people  will  be  going 
to  the  Internet  for,  so  we’ll  see  more 
exposure  of  short-  and  long-form 
video.  BuzzFeed  and  Huffington  Post 
are  expanding  their  video  capabili¬ 
ties,  so  expect  other  media  outlets  to 
follow. 

Places  you’ll  see  success  are  the 
publications  that  look  beyond  their 
o\vn  site,  adapting  well  to  be  on  differ¬ 
ent  platforms.  Mobile  is  pretty  huge, 
and  the  majority  of  Americans  have  a 
smartphone.  People  aren’t  just  using 
mobile  to  consume  journalism.  In  the 
app  marketplace,  the  competition  for 
attention  is  really  high,  so  newspapers 


That  said,  rather  than  looking 
to  some  new,  innovative  idea  as  a 
panacea  that  will  save  the  industry, 
publishers  would  do  well  to  focus  on 
the  basics:  organization  and  meeting 


can’t  think  about  just  competing  ■s^^th 
their  crosstown  print  rivals,  they’re 
also  competing  with  Netflix  and  video 
games. 

That  carries  over  to  the  tablet  space. 
Getting  on  that  real  estate  is  a  real 
challenge.  Newspapers  need  to  do  a 
good  job  of  taking  control  of  their  owm 
real  estate,  taking  advantage  of  Insta- 
gram  and  Twitter  and  adding  value  at 
those  short  lengths. 

The  way  Americans  engage  in  news 
media  is  changing.  At  Knight,  we’re 
seeing  a  lot  of  activity  and  new  ways 
of  engaging  with  communities  and 
institutions,  like  libraries.  We’re  also 
working  on  data  transparencies  and 
open  government  issues  as  well. 


audience  needs.  I  shouldn’t  still  be 
talking  about  this  as  though  it  were 
an  exciting,  new  idea,  yet  as  I  travel 
through  the  industry  or  meet  with 
teams  in  our  offices,  it’s  painfully 


apparent  that  few  organizations  have 
heen  willing  or  able  to  follow  suit. 

For  us,  dual  transformation  and 
subsequent  innovations  have  pro¬ 
duced  the  following  results:  We  have 
the  #1  TV  new^s  website  in  the  countrj'^ 
(ksl.com);  a  new^spaper  w'ebsite  that 
grew^  as  much  as  50  percent  year-over¬ 
year  in  recent  months  (DeseretNews. 
com);  a  comhined  social  reach  of  more 
than  100  million  followers  driving 
some  32  million  page  \iews  to  our 
websites  from  social;  and  a  reach 
strategj'^  that  includes  the  s^mdication 
of  content  in  English,  Spanish  and 
Portuguese  into  about  375  markets  in 
the  U.S.  and  globally. 

I’m  reluctant  to  call  it  an  innova¬ 
tion,  as  it’s  been  around  in  various 
forms  for  years,  but  one  of  our  f  ocuses 
(along  ^vith  several  leading  media 
companies)  is  the  grow1;h  of  native 
advertising.  While  we  continue  to 
look  at  innovative  ways  to  increase 
ad  revenue  on  mobile  dertses,  native 
is  part  of  our  mobile-read}'  strateg}'. 

I  see  this  as  an  ideal  mobile  solution 
because  it  doesn’t  interrupt  the  user 
experience  (the  sponsored  content  is 
delivered  natively— but  transparent¬ 
ly— alongside  our  other  content)  while 
simultaneously  offering  our  audience 
something  of  value  (w'hen  done  right). 

I  had  a  chance  to  \'isit  BuzzFeed 
and  several  other  top  innovation  shops 
in  New  York  City  and  Silicon  Valley. 

I  w'as  particularly  impressed  with 
BuzzFeed’s  use  of  data  to  understand 
their  audience.  Similar  to  what  ksl. 
com  does  with  audience  insight, 
BuzzFeed  knows  w'here  their  risitors 
come  from,  which  pages  they  visit  and 
w'hich  pages  they  share.  They  then  fuel 
those  behaviors  with  targeted  content. 

While  many  traditional  media  com¬ 
panies  look  dowm  on  BuzzFeed  for  the 
lack  of  depth  to  much  of  their  content, 
I  w'alked  away  from  the  risit  complete¬ 
ly  impressed  with  their  data-driven, 
audience-focused  strategy— including 
their  innovative  approach  to  native 


Chris  Jones 

Deseret  Digital  Media 


Chris  Jones  is  the  director  of  content  syndication  and 
distribution  for  Deseret  Digitai  Media. 

There  are  many  exciting  developments  in 
and  out  of  our  industry  that  should  give  us  all 
reason  for  optimism.  Shifts  to  digital  and  now  mobile 
offer  great  opportunity  to  understand  and  serve  our 
audiences  in  ways  we  never  could  before. 
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advertising  (ever  see  a  display  ad  on 
BuzzFeed?  Didn’t  think  so). 

In  the  spirit  of  looking  to  others,  I’m 
impressed  with  Schurz’s  RedPost— an 
innovative  single-copy  news  kiosk. 
Hearing  it  described  didn’t  compare 
with  seeing  one  in  person  on  the 
Deseret  News  side  of  our  building.  It 


beautifully  displays  content  from  in¬ 
side  the  paper  along  with  social  feeds 
and  ad  units. 

I  believe  the  newspapers  that  survive 
the  next  10  years  will  be  those  that  are 
organized  for  digital  success  and  focus 
on  delivering  quality  content  that  truly 
meets  their  audience’s  needs. 


a 


Amy  Webb 

Webbmedia  Group 

Amy  Webb  is  CEO  of  Webbmedia  Group,  a  digital 
strategy  agency  that  focuses  on  near-term  emerging 
technology  trends, 

Algorithms  can  be  programmed  to  determine 
the  last  few  minutes  of  searching,  of  how  long 
you’re  looking  at  a  particular  part  of  a  website.  Using 
algorithms,  you  can  determine  w'^hat’s  most  likely  to 
keep  someone’s  attention. 


As  an  example,  I  have  a  mobile 
phone,  and  using  its  sensors,  you 
could  tell  that  I’m  jogging  11  miles  an 
hour.  That  w^ay,  you  could  send  an 
audio  version  of  a  news  story  I  can 
listen  to  while  I’m  jogging.  It’s  about 
figuring  out  what  my  behavior  is  at  a 
particular  time. 

Security  and  privacy  are  other  in¬ 
novation  areas.  For  news  orgs  thinking 
about  expanding  their  coverage,  if  you 
cover  privacy  and  security,  I  think  those 
topics  will  do  w'ell,  because  there’s  so 
much  to  explain,  like  when  there’s  a 
target  breach.  It’s  just  a  matter  of  time 
before  someone  gets  angry  enough  at 
the  Neiv  York  Times  or  Washinf^on 
Post  enough  to  hack  their  sites,  and 
they  could  do  some  nefarious  things 
like  produce  pages  with  just  slight 
changes.  If  someone  produces  a  stoty 
sa>ing  the  stock  market  has  started  to 
tank,  and  if  it  looks  like  it  was  written 
like  a  real  story,  and  the  market  sees 
that,  it  could  cause  a  lot  of  damage. 


With  the  Sony  attack,  a  lot  more  is  pos¬ 
sible  than  some  people  thought. 

It’s  too  soon  to  determine  the  future 
of  wearables.  They  all  still  require  a 
mobile  phone.  Not  to  say  that  new^s 
orgs  shouldn’t  be  thinking  about  those 
devices.  Same  for  virtual  reality.  For 
news,  it’s  still  too  early  to  tell.  For  new 
tech  to  really  catch  on,  it  has  to  do 
something  where  you  can’t  imagine 
life  before  it. 

We’ve  also  been  looking  at  wireless 
mesh  networking.  That’s  a  tremen¬ 
dous  opportunity  for  breaking  news. 
Protest  movements  in  Hong  Kong 
and  Iran  have  been  using  them.  The 
flip  side  is  that  you  don’t  know^  about 
verification  or  if  the  sources  are  hing. 
It’s  becoming  easier  and  easier  to  fake 
people  out,  and  because  there’s  pres¬ 
sure  to  be  fast,  journalists  aren’t  being 
as  diligent  as  they  may  have  been  10 
year  ago.  That’s  not  a  reason  not  to  use 
them,  it’s  just  something  to  keep  in 
mind.  ■ 
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BY  FORMAT, 

2013  -  2018 
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M%  of  all  Internet  traffic  in  2017  will  be  video 

152%  of  marketing  professionals  worldwide  name  video 
as  the  type  of  content  with  the  best  return-on-investment 

65%  of  video  viewers  watch  more  than  3/4  of  a  video 

33%  of  tablet  owners  watch  one  hour  of  video  per  day 
on  their  device 

93%  of  marketers  use  video  for  online  marketing,  sales, 
■  or  communication 

Source:  Syndacast  _ 
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NewsPeople 


By  Rich  Kane 

people(a)edi  toranclpublisher.com 


Autumn  Phillips 

hiis  been  named  edi¬ 
tor  of  the  Southern 
Illinohsan  in  Car- 
hondale.  Ill.  Phillips 
leaves  the  Timcfi- 
Nexvs  in  Twnn  Falls, 
Idaho,  where  she 
sensed  as  editor.  At  the  Times-News, 
Phillips  and  her  reporting  team  won 
several  dozen  awards  in  categories 
that  ineludcd  digital  stor>d:elling  and 
editorial  writing. 


Jason  Walsh 

has  been  named 
editor-in-ehiel’  of 
The  Sonoma  Index- 
Tribune.  Walsh  takes 
the  reins  following 
eight  years  as  editor 
of  the  Pacific  Sun  , 
Marin  CounW’s  alternative  new'sw^ek- 
ly.  During  Walsh’s  tenure  at  the  Sun, 
the  paper  earned  California  New's- 
paper  Publishers  Association  aw^ards 
for  life.sWles  coverage,  entertainment 
coverage,  features  reporting  and  edito¬ 
rial  writing. 


Martin  Kaiser,  editor  of  the  Mil- 
xoauhxe  Journal  Sentinel,  has  an- 

(i()  I  K  Srl*  I  t-KlUUlAUV  201.'-. 


nounced  he  will  leave  the  company 
in  Februaiy.  His  successor  cvill  be 
George  Stanley,  the  Journal  Senti- 
neVs  managing  editor.  The  change  in 
leadership  conies  as  the  paper  read¬ 
ies  for  a  planned  merger  of  .Journal 
Communications  and  E.W.  Scripps 
Co.  in  the  new'  year,  and  a  spinoff  of 
the  tw'o  companies’  newspapers.  The 
Journal  Sentinel  will  become  the 
flagship  of  a  new'  company.  Journal 
Media  Group. 

Freedom  Com¬ 
munications,  the 
parent  company  of 
California’s  Riverside 
Press-Enterprise  and 
the  Orange  County 
Register,  has  named 
Rich  Mirman  pub¬ 
lisher  of  the  Press-Enterprise.  Mirman 
also  sen'es  as  publisher  of  the  Register, 
a  role  he  accepted  in  October.  He  will 
oversee  day-to-day  operations  and 


2011.  Preciously,  he  w'as  a  regional 
sales  manager  in  Sacramento  for  the 
Internet  marketing  firm  ReachLo- 
cal.  He  also  w'as  cice  president  and 
general  manager  for  both  Enter- 
com  Communications  and  Comcast 
Spotlight. 

Susan  Ladd,  a  30- 
year  veteran  of  the 
Greensboro  (N.C.) 
Nexos  d  Record,  has 
been  named  the 
new'spaper’s  lead 
columnist.  She  suc¬ 
ceeds  Jeri  Rowe, 
w'ho  w'orked  at  the  paper  for  25  years 
and  w'iis  lead  columnist  for  eight  years. 
Ladd  W'as  hired  in  1984  as  a  features 
reporter  and  later  moved  into  new's. 
She  became  a  new's  editor  in  1996  and 
seiwed  as  a  section  editor  from  2003 
to  2011. 

lx)gan  Mosby  has  joined  the  staff  of 


If  Newsday  Media  Group  has  named  Paul  Likins  _ 
vice  president  of  digital  operations  and  Stefanie 
Angeli  senior  director  of  national  sales.  Likins  will 
lead  all  of  NMG’s  digital  business  efforts  includ¬ 
ing  ad  operations,  data  analytics  and  vendor 
I;  and  paijtner  relationships,  and  direct  the  growth 
and  expansion  of  new  and  existing  advertising 
sales-related  products  and  platforms.  Angeli  will 
be  responsible  for  cross-platform  advertising 
solutions,  including  digital  and  mobile  advertis¬ 
ing  sales  opportunities  and  strategic  initiatives  for  the  Newsday  and 
amNewYork  brands. 


facilitate  collaborations  between  the 
tw'o  new'spapers. 

Sacramento  Busi- 
adver- 
tising  director  Da- 
cud  Lichtman  has 
been  named  the 
8  j  new'spaper’s  pub- 
^  lisher.  Lichtman  has 

been  ad  director  of 
the  Bxisincss  Journal  since  October 


'fampa  Bay  New'spapers  as  editor  of 
the  Clearxvater  (Fla.)  Beacon.  She  most 
recently  serv'ed  as  features  editor  for 
the  dims  Coinity  Chronicle. 

PhillyVoice.com  has  named  Frank 
Burgos  managing  editor.  Burgos 
brings  more  than  15  years  of  experi¬ 
ence  in  new'  media  and  journalism 
to  PhillyVoice.com.  He  w'ill  report 
directly  to  the  executive  editor  of 
new's,  sharing  oversight  of  the  web- 


John  Reed  has  been 
named  publisher 
of  the  (Champaign, 
Ill.)  Nexos-Gazette 
and  chief  executive 
officer  of  its  parent 
corporation.  Reed 

_  Inis  been  a  member 

of  The  NexjDS-Ga- 
zettes  executive  team 
since  2008.  Former 
editor  and  publisher 
John  Foreman  w'ill 
remain  £is  president 
of  the  coi-poration 
and  continue  to  sen'e 
on  the  new'spaper’s  board  of  directors. 
He  W'as  named  editor  in  1985,  pub¬ 
lisher  in  2003,  and  president  one  year 
later. 
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site’s  news  content,  including  break¬ 
ing  news,  investigative  projects,  the 
news  desk,  home  page,  business  and 
health.  He  previously  ser\'ed  as  news 
editor  of  New  .Jersey’s  Burlington 
County  Times  and  as  editorial  page 
editor  for  the  Philadelphia  Daily 
Neros. 

Jim  McKiernan  has  been  named 
publisher  of  the  Bonner  Coun  ty  Daily 
Bee,  Bonner  Feriy  Herald  and  the 
Priest  River  Times,  all  in  Idaho.  He 
brings  ^^^th  him  nearly  18  years  of 
newspaper  experience,  having  ov^med 
his  owm  publications  or  ha\4ng  ser\'ed 
as  publisher  and  advertising  director 
of  several  others. 

Virginia  “Ginny”  Cowenhoven  has 
been  appointed  associate  publisher 
of  the  Bakersfield  Californian.  This 
puts  Cowenhoven  next  in  line  to  be¬ 
come  the  fifth  generation  of  her  fam¬ 
ily  to  own  the  newspaper.  Cowen¬ 
hoven  grew  up  in  Amherst,  N.H.  and 
worked  in  advertising  and  public 
relations  before  moving  to  California 
11  years  ago  to  work  for  the  family 
business.  Most  recently,  she  seiwed 
as  head  of  corporate  strategjMvhile 
pursuing  a  master’s  degree  in  busi¬ 
ness  administration  for  executives  at 
Pepperdine  University. 

Dale  Brendel  has 
been  promoted  to 
publisher  of  the  Still¬ 
water  (Okla.)  News 
Press.  As  publisher, 
he  will  be  responsible 
for  all  operations 
of  the  daily  news- 
pciper,  related  publications  and  the 
jtaper’s  website.  He  will  also  continue 
to  serve  as  the  paper’s  editor.  Before 
Joining  the  News  Press,  Brendel  was 
general  manager  and  executive  editor 
of  the  Leavenworth  (Kan.)  Times  for 
nearly  four  years.  Prior  to  that, 
he  seiwed  as  executive  editor  and 
general  manager  of  the  Indepen¬ 
dence  (Mo.)  Examiner  and  managing 


editor  of  the  McAlester  (Okla.)  Nexvs- 
Capital. 

Skip  Foster  has  been  named  presi¬ 
dent  and  publisher  of  the  Tallahassee 
Democrat.  He  had  preriously  been 
publisher  of  the  Northwest  Florida 
Daily  News  and  the  Shelby  Star  in 
Shelby,  N.C. 

Daniel  Norselli  has  been  named 
president  and  publisher  of  the  SpHng- 


field  (Mo.)  News-Leader  and  The 
Baxter  Bulletin  in  Mountain  Home, 
Ark.  Norselli  was  preriously  senior 
digital  sales  director  for  the  Democrat 
&  Chronicle  Media  Group  in  Roches¬ 
ter,  N.Y.  Prior  to  his  work  in  Roch¬ 
ester,  Norselli  was  global  strategic 
sales  director  for  Monster  Worldwide, 
overseeing  sales  for  all  digital  products 
and  ser\aces. 

Josh  Wolfe  has  been 
named  publisher/ ad¬ 
vertising  director  of 
the  Fremont  (Neb.) 
Tribune.  Wolfe 
began  his  newspaper 
career  as  a  reporter 
in  September  2000. 
He  later  became  an  intern  and  part- 
time  photographer  for  Lee  Enterprises 


newspapers  in  Mason  City,  Iowa, 
and  Lincoln,  Neb.,  working  his  way 
through  news  editor  and  managing 
editor  positions  elsewhere. 

fThe  Dallas  Morning 
News  has  named 
Mike  Wilson  as  its 
new  editor  begin¬ 
ning  in  Februaiy, 
succeeding  Bob 
Mong,  who  is  I’etir- 


ing.  Wilson  has  been  a  reporter  and 
author,  as  well  as  a  digital  and  print 
newsroom  leader,  who  most  recently 
Avorked  with  Nate  Silver  as  manag¬ 
ing  editor  of  FiveThirtyEight.  Lie 
had  previously  serx^ed  as  managing 
editor  of  the  Tampa  Bay  Times. 

Canada’s  National  Post  has  appointed 
Andrew  Coyne  to  the  role  of  edi¬ 
tor,  editorials  and  comment.  Covne 
worked  for  National  Post  during  its 
launch  from  1998  until  2007-  He 
returned  to  the  Post  in  2011  and  is 
currently  a  national  columnist  w'hose 
w'ork  is  carried  across  all  Postmedia 
platforms.  He  is  a  frequent  commenter 
on  W  and  radio.  In  addition  to  the 
Post  and  Postmedia,  he  has  also  been  a 
columnist  for  Mac/earals  and  The  Globe 
and  Mail.  He  xvill  continue  to  write  his 
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Teny  R.  Ward,  chief  operating  officer  of  KPC 
Media  Group  Inc.,  has  been  promoted  to  chief 
executive  officer  of  the  northeast  Indiana- 
based  firm.  Ward  joined  KPC  as  vice  president 
of  sales,  digital  and  marketing  in  November 
2012.  In  May  2013,  he  was  named  chief  operat¬ 
ing  officer  for  KPC.  In  addition  to  his  role  as  CEO, 
Ward  has  also  assumed  the  title  as  publisher  of 
the  Greater  Fort  Wayne  Business  Weekly  and 
the  Times  Community  Publications.  Ward 
previously  was  the  director  of  sales  and  digital 
for  GateHouse  Media's  community  newspaper 
division,  where  he  worked  in  a  leadership  capacity  with  publishers, 
advertising  directors,  sales  managers  and  their  teams  representing  142 
publications  and  related  digital  portfolios  at  72  operating  locations  in  11 
states. 
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thricc-wcekly  column  for  the  Postme- 
cliii  chain. 

Dave  Bcrr^'  has  announced  his  retire¬ 
ment  from  the  Tijlcr  (Texas)  Moi'ning 
refef^raph,  where  he  has  held  high-lev¬ 
el  editing  positions,  including  manag¬ 
ing  editor  and  editor,  for  more  than 
20  years,  in  a  career  that  stretches 
back  4ti  years. 


Bryn  Mickle  has 

been  named  editor 
of  the  Flint  (Mich.) 
Jonrual.  He  had 
ser\^ed  as  interim 
editor  since  August. 
Mickle  began  in 
Flint  as  police  re¬ 
porter  and  in  2009  became  assistant 
editor,  playing  a  key  role  guiding 
reporters  and  developing  coverage. 


Steve  Chmielewski  has  joined 
I’rcsstck,  a  provider  of  eco-friendly 
printing  solutions.  He  will  lead  DI 
digital  offset  press  sales  efforts  in  the 
w'e.st  region  of  the  U.S.,  and  expand 
Presstek’s  market  share  by  increas¬ 
ing  installations  and  furthering  the 
development  of  Presstek’s  local  dealer 
channels.  Chmielew'ski  has  more  than 
.‘50  years  of  print  industry  experience 
and  has  largely  sensed  in  business 
development  roles  at  print  system 
manufacturer  companies,  including 
1  leidelberg,  manroland,  and  Konica 
Minolta  Business  Solutions. 


Peter  Bale  has 
been  named  chief 
executive  officer 
at  the  Center  for 
Public  Integrity, 
the  global  nonprofit 
investigative  jour¬ 
nalism  organiza¬ 
tion  based  in  Washington,  D.C.  He 
joins  the  Center  after  serving  as  \ice 
l>rcsident  and  general  manager  of 
digital  operations  for  three  years  at 
CNN  International,  wiiere  he  ran 
CNN.com  and  other  digital  products 
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outside  the  United  States. 


Rona  Johnson  has  been  named 
publisher  of  Morris  Publishing  Group 
Alaska,  encompassing  the  Alaska 
Jcnirnal  of  Commerce,  Alaska  Equip¬ 
ment  Trader  and  the  Alaska  Star 
w'eekly  new^spaper.  Johnson  began  her 
career  atAp^week  magazine,  w'^here  she 
w'as  a  reporter  and  editor.  She  has  also 
held  editorial  positions  at  the  Grand 
Forks  (N.D.)  Herald. 


Michael  Rodriguez 

has  been  named  the 
editor  of  the  Mid- 
Valley  Toxan  Ciier 
of  Welasco,  Texas. 
Pre\iously,  he  was 
the  managing  editor 
of  the  San  Benito 
(Texas)  News,  where  he  w^on  several 
aw^ards  in  the  Texas  Press  Associa¬ 
tion’s  2007  and  2008  Better  Newspa¬ 
per  Contests. 


Gannett  Wisconsin 
Media  has  named 
Joel  Christopher 
vice  president  of 
news  for  the  com¬ 
pany’s  network  of  10 
daily  news  opera¬ 


Crescent  Media  since  2006.  He  began 
his  career  in  1995  as  a  new's  and  sports 
reporter  at  the  Watertoivn  (Wis.) 

Daily  Times  follow'^ed  by  reporting  and 
editing  roles  at  Daily  Herald  Media  in 
Wausau,  Wis.  He  joined  Post-Crescent 
Media  in  2005  as  metro  editor. 

Jacob  Lopez  has  been  named  editor 
of  the  San  Benito  (Texas)  News.  A 
journalist  wdth  seven  years  experi¬ 
ence  covering  news,  technologj'^  and 
the  electronic  entertainment  indus- 
tr}”^,  Lopez  has  also  written  for  online 
publications  such  as  VentureBeat, 
B’inTE  Magazine,  Gamasutra’s  Game 
Career  Guide  and  GamePro.  He  began 
his  w'ork  with  the  News  as  a  freelance 
wTiter  in  2009-  In  September,  he 
became  a  full-time  staff  vvriter. 

Matt  DeBow  has  been  named  editor 
of  the  Lebanon  (Ore.)  Express.  He 
started  at  the  Express  in  December 
2011  as  a  general  assignment  re¬ 
porter  before  serving  as  the  education 
reporter,  and  most  recently  as  the  city 
reporter. 

Paul  Gaier  has  been  named  publisher 
of  Illinois  newspapers  the  Freeport 
Journal-Standard  and  the  Rockford 
Register  Star.  He  most  recently  served 


Tom  Cross  has  been  named  publisher  of  the 
Santa  Fe  New  Mexican.  He  has  30  years  of 
multimedia  experience,  and  has  held  manage¬ 
ment  positions  in  financial  and  public  relations 
departments  in  both  the  private  and  public 
sector.  He  previously  served  as  group  control¬ 
ler  for  BieNetv  Mexican  and  its  sister  publi¬ 
cations.  The  Taos  News,  the  Sangre  de  Crista 
Chronicle  and  the  Raton  Comet. 


tions  in  the  state.  He  wall  oversee  the 
group’s  strategy'  and  execution  of 
digital-era  approaches  to  news  con¬ 
tent.  audience  engagement  and  staff 
development.  Christopher  has  been 
digital  editor  for  Gannett  Wisconsin 
Media  since  March  2013  and  for  Post- 


I  iis  the  general  manager  and  director  of 
1  sales  operations  for  both  outlets,  and 
previously  spent  13  years  in  adv^ertis- 
ing  for  various  Gannett  newspapers 
I  in  Wisconsin,  including  five  years  as 
i  regional  ad  director  for  Gannett  Wis- 
i  cousin  Media. 


editorandpublisher.com 
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NewsBank,  inc. 

5801  Pelican  Bay  Blvd,  Ste.600, 
Naples,  FL  341 08-2734 

Contact:  Chuck  Palsho,  President 

and  Chief  Content  Officer, 

NewsBank  Media  Services 

Phone:  800.762.8182 

Fax:  239.263.3004 

EMail:  cpalsho@newsbank.com 

Website: 

www.newsbank.com/publishers 

Company  Profile: 

NewsBank  has  been  the  industry 
leader  in  news  archiving  for  more 
than  40  years.  During  this  time,  we 
have  built  partnerships  with  more 
than  9,000  publishers  around  the 
world,  working  together  to 
monetize  archives  and  drive  new 
revenue.  Partnership  agreements 
include  generous  revenue-sharing 
models  and  can  be  customized  to  fit 
the  needs  of  any  news  organization. 
As  the  leading  news  information 
provider  in  the  library  and 
education  markets,  NewsBank  also 
helps  publishers  gain  exposure  for 
their  brand  and  increase  the  size  of 
their  audience  via  extensive  content 
distribution  channels. 

How  we  are  different: 

NewsBank  has  the  most  experience 
digitizing,  hosting  and  managing  news 
archives  on  a  day-to-day  basis. 
Additionally,  we  have  decades  of 
experience  in  helping  publishers 
license  and  manage  the  rights  to  their 
content. 


How  we  serve  newspapers: 

We  provide  much-needed  archiving  and  digitization  services, tai¬ 
lored  to  fit  your  budgetary  and  staffing  realities. 

Archive  digitization  -  Turn  your  archives  into  a  profitable  revenue 
stream  by  digitizing  your  microfilm  and  making  it  searchable. Connect 
with  a  wide  range  of  users  in  your  community,  and  provide  an 
indispensable  research  tool  for  your  staff. 

Website  archive  sales  -  Set  up  search  pages  quickly  with  our  easily 
used  tools.  Just  add  your  branding  and  display  ads.  We  handle 
ecommerce  transactions  and  customer  service  for  your  NewsBank- 
hosted  archive. 

Microfilming  services  -  Preserve  your  edition  of  record  safely  and 
inexpensively  for  the  long  term.  NewsBank  maintains  and  monitors 
fireproof,  climate-controlled  vaults  to  help  you  preserve  your  valuable 
archives. 

Content  distribution  -  Earn  royalties  and  expand  your  audience. 
NewsBank  provides  public  libraries, colleges  and  universities, schools, 
government  libraries,  and  more  with  access  to  comprehensive  news 
collections  for  research  and  educational  purposes. 

Newsroom  research  tools  -  Put  your  digital  archives  in  the  hands  of 
those  who  can  utilize  it  the  most.  Support  your  newsroom  by  expanding 
reporters' access  to  the  complete  history  of  the  community  they  cover. 
This  is  context  they  can't  find  using  today's  popular  search  engines. 

Why  news  publishers  choose  NewsBank: 

News  is  our  core  business.  NewsBank  is  more  than  just  an  archiving 
company  -  partnering  with  us  means  access  to  a  multitude  of  much- 
needed  services. We  provide  state-of-the-art  resources  to  publishers 
through  tested  business  models  that  succeed. 

Testimonial: 

"I  find  that  I  use  these  digitized  archives  daily.  I  am  amazed  at  how 
much  more  I  can  find  and  how  much  time  that  it  saves.  To  have  this 
treasure  trove  at  my  fingertips  is  phenomenal.  And  then  there  is  the 
revenue  that  we  have  generated  -  it  has  far  exceeded  what  I  ever 
thought  that  I  would  see.  My  administration  is  quite  pleased  that 
this  not  only  provides  a  service  to  the  public,  but  is  lucrative  for 
Capital  City  Press  as  well." 

-  Judy  Jumonville,  Library  Manager,  The  Advocate/ 

The  New  Orleans  Advocate/The  Acadiana  Advocate 
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Southern  Lithoplate,  Inc. 

P.O.  Box  9400 
Wake  Forest,  NC  27588 

Contact: 

Steven  Mattingly 
Senior  Vice  President  of 
Sales  &  Marketing 
Phone:800-638-7990 
Fax:919-554-0786 
Email:  SMattingly@slp.com 
Website:  \A/ww.slp.com 

Who  We  Are 

Southern  Lithoplate,  Inc.  is  the  pre¬ 
ferred  provider  of  digital  lithoplates, 
prepress  and  pressroom  service/support, 
with  the  full  spectrum  of  prepress  and 
pressroom  technologies  for  newspaper 
and  commercial  publishing.  Head¬ 
quartered  in  North  Carolina  with 
manufacturing  plants  in  North  Carolina 
and  Michigan,  Southern  Lithoplate  is  a 
steadily  growing,  privately  held, 
American-owned  company. We  offer 
high-quality  printing  plates  that  are 
compatible  with  thermal  and  violet 
computer-to-plate  (CtP)  platesetters. 
Southern  Lithoplate  innovation  boosts 
print  profitability  today  and  into  the 
future. 


Benefits  to  a  Newspaper 

No  matter  what  kind  or  volume  of  offset  printing  you  produce,  our  customized 
solutions  can  lift  your  operation's  profits.The  best  technology,  performance  and 
service  allow  you  to  enhance  throughput,  increase  ad  revenue  and  generate  more 
commercial  work.  Proven  Replica  H5V  and  Replica  HSV  ECO  LVC  violet  plates  and 
market  share-leading  Viper  830®  and  Viper  830 IPX  thermal  plates  deliver 
commercial  quality  at  newspaper  prices.  Combining  best-in-class  digital  plates  with 
sophisticated  workflow  software,  CtP  devices  and  color  management  tools  gives  you 
new  ways  to  succeed. 

Why  Companies  Choose  Us 

Southern  Lithoplate  digital  plates  are  durable  and  long  lasting.They  exhibit  superb 
flexibility  and  control. Your  presses  will  print  efficiently,  and  you'll  achieve  the  desired 
run  lengths.The  dot  structure  is  sharp  and  precise,  producing  clear,  crisp  images. 
Issues  with  banding  will  be  a  distant  memory.  Faster  makereadies,  shorter  time  to 
color  and  minimal  waste  will  add  up  to  pressroom  savings. 

How  We  Are  Different 

Southern  Lithoplate  is  the  only  digital  plate  company  operating  fully  integrated  and 
automated  high-speed  plate  manufacturing  lines  within  redundant  facilities.  In  the 
past  few  years,  we've  acquired  3M  and  lmation's,Citiplate's  and  Konica  Minolta's 
manufacturing  assets  and  intellectual  property. Our  patent  portfolio, developed 
within  the  Southern  Lithoplate  organization,  encompasses  plate  coating,  graining 
and  manufacturing  technologies.  Expert  field  technical  expertise  and  24/7/365 
support  continue  to  earn  and  keep  customers' trust. 

Our  Strategic  Alliance  partnerships  with  pioneers  in  CtP,  workflow  systems,  color 
and  ink  management  solutions  and  notch-bend  equipment  achieve  unprecedented 
results.Together,we  provide  easy-to-implement  solutions  and  a  depth  of  service  that 
can't  be  duplicated.The  Strategic  Alliance  partners' sales  and  business  development 
expertise  help  your  sales  teams  attain  their  goals. 

Testimonial/Current  Clients 

"Our  newspaper  and  commercial  customers  have  high  quality  expectations,  and 
Southern  Lithoplate  works  with  us  to  achieve  our  goals," said  Steve  Infinger,  director 
of  operations  at  The  Villages  (Fla.)  Daily  Sun.  Specializing  in  four-color,  spot-color  and 
black-and-white  printing  of  minitabs, tabloids  and  broadsheets,  the  Daily  Sun 
produces  award-winning  quality  using  Viper  830  plates."We  have  great  confidence 
in  the  consistency  of  their  products  and  the  reliability  of  their  technical  support. 
Proper  dot  gain  is  a  big  part  of  maintaining  good  reproduction. Southern  Lithoplate 
has  helped  ensure  that  the  dot  gain  is  correct  for  our  plates.  If  we  have  any  questions 
or  problems,  the  service  response  is  quick  and  helpful." 


Vision  Data's 

"Soup-to-Nuts" 

Advantage ... 

What  it  can  mean  to  your  company: 

Since  Vision  Data  first  began  serving  newspapers  back  in  the 
micl-70's,  we  have  been  dedicated  to  providing  for  publishers' 
changing  needs  with  the  development  and  advancement  of 
a  complete  suite  of  dynamic  internally  developed  software 
applications,  backed  by  superior  service  and  user  support. 

Our  practice  of  hiring  and  retaining  the  best  people  and  fos¬ 
tering  an  atmosphere  of  team  innovation  have  allowed  a 
solid  history  of  growth,  without  the  need  for  merger  or  ac¬ 
quisition. 

The  result  of  our  unified  approach  to  development  is  a 
huge  benefit  for  today's  progressive  publisher, -a  complete 
"Soup-to-Nuts"  menu  of  coordinated  sales,  customer  serv¬ 
ice,  business  and  production  applications,  including: 

Online  tool  suite: 

Sales  Tablet,  CRM,  Order  entry,  more 

•  Website  customer  service  screens  for  subscribers,  carri¬ 
ers,  dealers,  classified  and  retail  advertisers;  all  driven  di¬ 
rectly  by  our  base  systems,  simplifying  usage  and  saving 
time  and  costs.  Included  search  engine  creates  more  sales. 

•  Remote  account  management  for  outside  sales  reps  con¬ 
nects  directly  to  order  entry,  ad  tracking,  accounting,  report¬ 
ing,  -  enabling  full  instant  field  functionality  with  full  CRM. 

Advertising: 

•  Single  database,  single  screen  entry  for  classified,  retail, 
on-line,  preprints,  special  packages,  etc.  Campaign  man¬ 
agement  suite,  CRM,  E-tears,  auto  proof  email,  etc.  Total 
functionality  in  a  single  application. 

Circulation: 

•  Circulation  management  system  for  today's  print,  dig¬ 
ital  and  blended  subscription  models.  Postal  reporting. 
Mapping,  EZ  Pay,  user-friendly  CSR,  accounting,TMC, etc. 

Production: 

•  User-friendly  Classified  Pagination/Publication  Layout 
for  Quark  or  InDesign 

•  Ad-Tracking  function,  manages  production,  cuts-costs, 
streamlines  ad  creation. 

Accounting: 

•  Accounts  Receivable  management  &  reporting 

•  Accounts  Payable/General  Ledger  system 


Technological  Innovation:  Vision  Data  con 

stantly  re-invests  in  innovation  and  development.  Our  ex 
perienced  staff  has  excellent  skills  in  managing  accounting 
and  circulation,  as  well  as  flowing  and  controlling  ads.  Wt 
are  constantly  developing  revenue  modules  that  add  tc 
your  sales  packages.  Our  VisionWeb  suite  team  is  seconc 
to  none  in  the  industry  and  is  dedicated  to  keeping  Visior 
Data  on  the  cutting  edge  of  that  technology. 

Configuration  Options:  Vision  Data  "Soup-to 
Nuts"  packages  are  available  in  various  configurations:  Ir 
addition  to  locally-hosted  server  configurations,  we  offei 
both  laaS  (Infrastructure  as  a  Service  -  Vision  Data  hosted 
and  SaaS  (Software  as  a  Service  -  leased  access)  systenr 
configurations,  both  of  which  save  you  the  cost  and  man 
power  of  installing  and  managing  your  own  server. 

Large  Customer  Base:  we  have  a  large  base  o 

over  2,000  publications  made  up  of  a  good  mix  of  pri 
vately  owned  newspapers  and  newspaper  groups.  We 
have  continually  grown  our  base  at  a  manageable  rate 
aided  by  our  reputation  for  outstanding  customer  service 
and  attention  to  customer  needs.  We  take  great  pride  ir 
our  history  of  customer  retention. 

"Soup-to-Nuts" Ongoing  Support  Pricing. 

By  investing  in  Vision  Data's  "Soup-to-/Vufs"  systems,  yot 
can  also  lower  your  ongoing  support  costs  by  replacinc 
multiple  vendor  support  charges  with  a  singled  "Pack 
aged"support  charge.  Publishers  investing  in  the  total  Vi 
Sion  Data  "Soup-to-Nuts"  package  can  save  over  fift> 
percent  from  the  cost  of  multiple  support  packages. 

Competitive  Pricing:  When  we  believe  a  news 
paper  is  a  good  fit  for  Vision  Data's  user  base  (built  ovei 
40  years  of  steady  growth)  we  can  be  very  aggressive 
with  pricing,  as  we  are  privately-owned  and  no  one  car 
touch  our  low  overhead. 

If  overall  performance,  simplicity  of  operation 
vendor  reputation  &  support,  innovation,  and  the 
cost  of  implementation  are  some  of  your  primary 
concerns,  you  should  definitely  include  Vision  Date 
in  your  selection  process. 

Contact  us  today  . . . 

VISION  DATA 

sales(^vdata.com  518-434-2193 

www/vdata.com 
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A  week  in  print  and  a  month  online  with 
the  Star-Advertiser  reaches  75%  of 
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Star  Mvertisar  7  Days  in  Print 
and  30  Days  Onboa 

557,086 


Alliance  for  Audited 
Media 

Contact:  Kristina  Meinig, 
Manager,  Marketing  &  Sales 
Phone:224-366-6412 
Fax:  224-366-6949 

E-mail: 

Kristina. Meinig@auditedmedia.com  i 

Website: 

auditedmedia.com 

Who  We  Are 

AAM  is  a  not-for-profit  membership  or¬ 
ganization  that  exists  for  the  benefit  of 
advertisers  and  the  media  they  use.  Our 
unique  membership  defines  us  and  dif¬ 
ferentiates  us  from  other  organizations 
and  advocacy  groups  because  each 
membership  division  has  a  stake  in  the 
organization.  Publishers  present  a  veri¬ 
fied  look  at  their  media  brands.  Advertis¬ 
ing  agencies  plan  media  decisions  with 
credible,  comparable  AAM  data.  Advertis¬ 
ers  gain  confidence  and  accountability 
for  their  marketing  investments. 

Our  vast  membership  includes  the  ma¬ 
jority  of  North  America's  top  publishers, 
advertisers  and  advertising  agencies. 

Each  constituency  is  represented  on  the  i 
AAM  board  of  directors  and  together, 

AAM  members, the  board,  committees 
and  staff  play  a  critical  role  in  the  media 
ecosystem. 


Benefits 

Show  advertisers  your  local  audience  reach  with  an  AAM  audit.  From  insert  verifica¬ 
tion  to  website  traffic  audits,  AAM's  innovative  audit  services  allow  newspapers  to 
show  potential  buyers  trusted  data  about  their  audiences  and  reach  in  their  distinct 
markets. 

We  offer  an  array  of  products  and  services.  AAM's  Media  Intelligence  Center  is  the 
source  for  media  buyers  to  access  reliable  cross-channel  newspaper  data. This  state- 
of-the-art  database  now  contains  data  for  nearly  2,000  newspapers  that  are  members 
of  AAM  or  the  Certified  Audit  of  Circulations.  AAM's  Consolidated  Media  Report,  or 
CMR,  provides  a  comprehensive  view  across  a  newspaper's  print  and  digital  products. 

Testimonial 

Media  buyers  are  supporting  the  CMR.  Chris  Cope,  founder/president  and  CEO  of  ACG- 
Media  and  chairman  of  AAM's  Newspaper  Buyers' Advisory 
Committee  believes  the  CMR  is  a  tool  to  efficiently  evaluate  a 
newspaper's  cross-channel  audience. 

"It's  valuable  to  see  multiple  channels  in  a  single  document  so 
we  have  a  comprehensive  picture  of  what  we're  evaluating," 

Cope  said."We  can  also  see  where  one  medium  can  comple¬ 
ment  and  enhance  the  effectiveness  of  another.This  can  be  a 
good  thing  in  that  newspapers  should  be  given  the  flexibility  to 
fully  present  the  results  of  their  various  products,  but  still  within 
formats  buyers  can  understand  and  make  media  decisions." 

Success  Story 

The  Honolulu  Star-Advertiser  released  its  first  CMR  in  201 1  and  continues  to  expand 
its  report  as  its  brand  evolves. The  report  now  includes  a  variety  of  print,  digital  and 
audience  data,  including  readership  charts  that  have  helped  integrate  the  CMR  into 
their  sales  strategies. 

"Initially  the  CMR  gave  us  an  opportunity  to  bring  together  our  products,"  said  Dave 
Williams,  vice  president  of  circulation  for  the  Star-Advertiser."Most  importantly,  it  gave 
our  ad  reps  a  credible  report  of  our  product  line  that's  been  audited.  We've  added  a  lot 
of  the  products  in  the  last  year. The  CMR  gives  us  the  flexibility  to  be  able  to  add  those 
in  a  concise  format,  using  the  AAM  brand  to  support  the  quality  of  reporting.  It's  con¬ 
cise.  It's  a  one-stop  shop.  And  it  adds  the  credibility  because  every  number  on  there  is 
audited.  I  think  the  CMR  raises  the  bar  for  us." 


Chris  Cope,  CEO  of  ACGMedia  and 
chairman  of  the  AAM  Newspaper 
Buyers' Advisory  Committee 
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Imaging  and  Ad  Design  Center 


DIGITAL  DESIGN 
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Gannett  Imaging  and  Ad 
Design  Center  (GIADC) 

400  Locust  St.,  Suite  440 
Des  Moines,  lA  50309 
giadcinfo@gannett.com 


j  Who  We  Are 

I  The  Gannett  Imaging  and  Ad  Design  Center  is  a  full-service  design  group,  specializing  in  pre-media  serv- 
j  ices  ranging  from  high-end  revenue  generating  advertising  campaigns  to  imaging  and  ad  production  services. 
With  over  400  creative  employees,  we  are  able  to  partner  with  you  unlike  any  other  player  on  the  field.  Our  cus¬ 
tomers  represent  hundreds  of  publications  nationwide  that  demand  the  highest  standards  of  quality. 


Contact: 

Connie  McGarrah,  Business 
Development  Manager 

Email: 

csgallag@gannett.com 
Direct:  515-284-8189 


The  GIADC  is  currently  one  of  the  largest  ad  production  in-sourcing/outsourcing  operations,  producing  on  aver¬ 
age  25,000  ads  per  week  and  80,000  images  per  week.The  GIADC  is  doing  work  for  82  Gannett  daily  newspa¬ 
pers,  1 9  Broadcast  stations,  and  44  non-Gannett  customers. 

Benefits  to  a  Newspaper 

Outsourcing  production  work  to  GIADC  requires  minimal  or  no  capital  investment.  Insourcing  is  difficult  and  can 
be  costly.  We've  already  laid  that  groundwork  and  gone  through  the  growing  pains.  Now  you  have  the  oppor¬ 
tunity  to  benefit  from  our  experience  and  investment!  GIADC  is  a  partner  that  understands  your  business.  We  can 
contribute  more  than  just  building  ads,  becoming  a  true  extension  of  your  team.  Quality  and  offerings  can  be 
improved  in  most  locations,  helping  you  generate  revenue.  Best  of  all,  you  free  up  your  resources  to  focus  on 
what  you  do  best — SELL. 

Why  Companies  Choose  Us 

j  Because  we  are  very,  very  good  at  what  we  do.  We  are  based  1 00%  in  the  US,  with  locations  in  Des  Moines,  lA 
I  and  Indianapolis,  IN.  All  of  our  work  is  produced  in-house  at  those  two  locations.  Our  management  group  is 
fiercely  committed  to  the  success  of  both  our  own  teams  and  yours.  We  don't  just  think  outside  the  box.  We 
i  burned  the  box,  and  our  customers  win  big  as  a  result. 


How  We  Are  Different 

The  biggest  advantage  that  we  have  over  our  competition  is  that  we  live  and  breathe  this  business  daily  just 
like  you  do. The  GIADC  interacts  with  thousands  of  sales  reps,  customers  and  Publishers  on  a  daily  basis,  so  we 
understand  your  business.  Our  goal  is  to  allow  you  to  focus  on  your  business  and  not  on  internal  issues  dealing 
with  ad  production  and  design.  We  were  a  media  company  before  we  became  an  insourcer/outsourcer.Our  pri¬ 
mary  business  is  that  of  publishing,  just  like  yours.  We  understand  what  it  takes  to  meet  deadlines  and  keep 
customers  happy.  Do  what  you  do  best  and  outsource  the  rest...to  Gannett! 

Testimonial/Current  Ciients/Success  Story 

The  World  Company 

;  "\Ne  had  utilized  the  Photo  Toning  services  at  Gannett  for  a  number  of  years.  When  we  were  looking  for  a  partner 
I  for  our  Ad  Production,  they  were  the  obvious  candidates.  We  needed  guality  work,  at  a  reduced  cost  and  a  guick 
;  turnaround.  We  also  had  a  definite  need  for  improved  turnaround  of  our  spec  ads,  and  we  were  wishing  to  keep  the 
!  work  within  the  U.S.  They  delivered  as  promised  in  each  area.  I  would  highly  recommend  their  services  to  anyone 
I  considering  outsourcing  their  ad  production. " 


— Ed  Ciambrone,  Production  Manager,  Lawrence  Journal- World 


Business  Directory 


Libercus 

Simply  publishing 


E.Viddal  &  Associates 
Website;  www.libercus.com 
E-maii:  info@libercus.com 


Who  We  Are 

Libercus  was  built  to  address  the  specific  challenges  facing  the 
media  business.  With  our  innovative  implementation,  support, 
and  consumption-based  pricing  models,  we  WILL  lead  the 
industry  forward. 

How  would  a  newspaper  benefit  from  your  product  or  service? 

Libercus  brings  web  sites,  print  products,  and  e-editions  to  life. 
Generate  ad  revenue  through  profile-based  and  geo-targeted 
ads,  dynamic  and  searchable  electronic  inserts,  and  video  with 
pre-,  mid-,  and  post-roll  adds,  all  in  the  context  of  an  electronic 
newspaper  replica. 


Why  should  a  newspaper  choose  your  solution? 

It’s  time  to  leave  behind  the  old  ways  of  doing 
things:  complex  software,  separate  systems  for 
different  publishing  platforms,  expensive  on-site 
infrastructure.  Libercus  delivers  content  where 
readers  want  it.  This  drives  readership,  increases 
revenue,  simplifies  support  and  reduces  cost. 

What  differentiates  you  from  your  competitors? 

Libercus  was  created  to  operate  natively  in  the 
cloud.  In  conjunction  with  Microsoft  Azure,  it  is 
unbeatable  for  economy  of  scale,  resilience,  and 
ease  of  use.  Combining  the  digital  and  print 
production  process  into  one  system,  all  Libercus 
functions  are  accessible  through  web  browsers, 
reducing  the  cost  of  IT  equipment  and 
maintenance. 


Publishers  Circulation  Fulfillment,  Inc.(PCF) 
Contact:  Sales 
Phone:  1-877-723-6668 
E-mail:  sales@pcfcorp.com 
Website:  www.pcfcorp.com 


TURN  DISTRIBUTION  CHALLENGES  INTO 

BUSINESS  OPPORTUNITIES 


@  PCF 


Company  Profile 

For  30  years,  PCF  has  been  the  proven  leader  in  all 
operational  aspects  of  print  distribution  for  some  of 
the  country's  major  newspapers.  As  one  of  the 
largest  home  delivery  and  distribution  service 
providers  in  the  United  States,  PCF  helps  publications 
of  all  sizes  reduce  costs,  expand  or  maintain  their 
delivery  footprint,  and  stabilize  service  to  improve 
subscriber  retention.  PCF  has  the  unrivaled  depth  of 
knowledge  and  expertise  needed  to  successfully 
support  print  distribution  operations  in  today's  ever 
changing  landscape. 

With  PCF  as  a  partner,  publishers  can  offload  daily 
operational  headaches,  and  refocus  resources  on 
managing  results  and  pursuing  growth. 


Benefits  to  a  newspaper 

PCF  offers  a  broad  range  of  services  and 
solutions  to  support  grourth  and  operational 
efficiency. 

Delivery  Services  include  a  range  of  scalable, 
affordable  delivery  options,  serving  a  wide  range  of 
printed  media  -  including  dailies,  weeklies, 
newspapers,  magazines, free  publications,  Sunday 
Select  and  more.  PCF  serves  more  delivery  options 
than  ever,  including  single  copy  and  bulk,  total 
market  coverage,  select  market  coverage,  zoned 
delivery,and  of  course,  traditional  home  delivery. 

Call  1 -877-PCF-6668  to  find  out  more  or  visit  us  at 
www.pcfcorp.com 


manroland 

web  systems 

manroland  web  systems  Inc. 

800  East  Oak  Hill  Drive, 

Lisle,  IL  60532 

Phone;  (630)  920-5850 
Fax:  (630)  920-5851 
eMail:  denise.lease@ 
manroland-web.com 

Website; 

www.manroland-web.com 


How  you  are  different: 

manroland  web  systems  has  a  repu¬ 
tation  for  excellence,  but  also  take 
into  consideration  the  financial 
needs  and  constraints  of  our  cus¬ 
tomers.  We  are  willing  to  take  no- 
nonsense,  innovative  approaches  to 
installations,  upgrades,  and  retrofits, 
allowing  our  customers  to  make  ad¬ 
vances  to  their  operations  without 
interrupting  production,  and  moving 
forward  with  a  custom-made  plan  to 
lessen  the  impact  on  capital  budgets. 


Company  Profile: 

manroland  web  systems,  based  in  Augsburg,  Germany  is 
part  of  the  Lubeck-based  Possehl  Group.Ground-breaking 
technology  and  a  strong  focus  on  service  are  the  princi¬ 
ples  that  guide  manroland  web  systems.  With  our  spec¬ 
trum  of  services  and  a  100%  customer  focus,  we  provide 
the  added  value  that  helps  ensure  its  customers'  success. 

A  worldwide  sales  and  service  network  markets  printing 

equipment,  pressroom  products,  software  products,  and  workflow  management  systems,  man¬ 
roland  web  systems  has  utilized  the  expertise  of  an  experienced  engineering  team  to  create  in¬ 
novations  in  industrial  digital  four-color  printing  in  the  graphics  industry  and  innovative 
industrial  digital  finishing  equipment  for  publishing  and  commercial  markets. 

Benefits  to  a  Newspaper: 

The  complete  service  spectrum  of  manroland  web  systems  is  one  of  the  broadest  in  the  market, 
print.services  provides  customized  24/7  service  and  maintenance  packages,  plus  integrated 
services  and  training  measures.The  portfolio  includes  a  certified  range  of  pressroom  products 
(printcom.web)  as  well  as  software  products  and  workflow  management  systems  (print.net- 
work).The  company  provides  consultancy  services  covering  all  aspects  of  investment  and  build¬ 
ing  planning, organization,  management,  systems  engineering, and  process  optimization. 

Why  companies  choose  you: 

•  Over  150  years  of  engineering  leadership  in  the  newspaper  industry 

•  Reputation  for  the  highest  quality  print  technology  for  newspapers 

•  A  full  portfolio  of  solutions  for  all  levels,  including  cutting-edge  service  and 
automation  packages 

•  Innovative  digital  finishing  produas  to  maximize  product  possibilities  for  digital 
newspaper  printing 

•  Consultative  services, for  newspapers  looking  to  either  outsource  their  print 
operations,or  invest  in  equipment  to  take  on  outsource  work 


aMT 

PUZZLEFLOW  MEDIA  TECHNOLOGIES 
PuzzleFlow 

25000Trans-X,  Novi,  Ml  48375 

Contact:  Derek  Milne 
Phone:248-412-8810 
email:  sales@puzzleflow.us 
Website:  www.puzzleflow.com 

Who  We  Are: 

PuzzleFlow  Media  Technologies  is  a  rapidly  growing, 
international  company  based  in  Novi,  Michigan. Our 
growth  is  based  on  a  novel  approach  to  newspaper 
prepress  production, applying  the  latest  software 
innovations  to  bring  intelligent  automation  to  newspaper 
prepress  and  workflow.  We  believe  quality  and  efficiency 
is  achieved  by  intelligent  automation  of  image-toning,  ad 
and  page  resizing,  problem  file  fixing,  page  pairing,  ink 
optimization,  web-growth  and  fan-out  compensation,  and 
post-production  file  distribution;  while  also  making  it 
quick  and  easy  for  knowledgeable  operators  to  review, 
verify  and  -  only  when  necessary  -  intervene  in  the 
automated  flow  of  production  to  ensure  best  quality. 


How  We  Are  Different: 

Many  newspaper  preprocessing/preflighting/workflow 
systems  in  use  today  were  born  during  the  PostScript  era, 
before  PDF  became  the  industry  standard  for  publication 
files.  Even  "updated"  versions  still  rely  on  the  PS  language  to 
perform  file  correction  and  optimization.  PuzzleFlow 
systems  were  developed  for  PDF,  based  on  PuzzleFlow's 
own,  continuously  updated  PDF  library,  not  on  older  PS 
technology. 

Why  Does  This  Matter? 

A  simple  analogy: you  would  not  translate  your  articles  from 
English  into  Latin,  edit  them  in  Latin,  then  translate  them 
back  to  English  for  publication  -  that  would  open  the  door 
for  the  introduction  of  all  sorts  of  problems  and  errors!  This 
is  what  happens  when  using  an  older  preflighting  or 
workflow  system.  Your  files  are  translated  from  PDF,  into  a 
much  older  language  (PostScript),  where  they  are  reviewed 
and  optimized  (for  that  older  language)  and  then,  they  may 
or  may  not  be  translated  back  into  the  latest  version  of  PDF. 
As  with  the  English  to  Latin  example,  this  opens  the  door  for 
the  introduction  of  all  sorts  of  problems  and  errors. 

How  can  you  avoid  introducing  problems  into  your  files? 

Call  us  -  no  pressure  -  and  we'll  tell  you  about  the  latest 
PDF  based  production  solutions. 


Business  Directory 


C'oiitact: 

ICANONI 

Sales  .'.  I’h; 

1.800-544-44.50  .-.  Ismail: 

salesk/'icanon.com  .'.  Website:  newzware. com 

Who  we  are  and  w  hat  we  do  - 

K'ANON  is  a  privately  lieki  company  centrally  lo¬ 
cated  in  the  Northeast  Business  Corridor  near  Phila¬ 
delphia.  Pennsylvania.  Regardless  of  application,  data 
management  is  a  core  competency  with  IC'ANON 
since  its  formation  in  1990. 

New/,ware  is  an  established  legacy  of  circulation, 
advertising,  production,  llnancial,  editorial  sollwarc 
and  professional  service  solutions  for  the  publishing 
industry.  Newspaper  and  media  professionals  rely  on 
timely  and  reliable  processes  to  efficiently  manage 
the  production  and  llnancial  workilow,  leaving  valu¬ 
able  time  for  creativity  and  thoughtful  management 
of  new  industry  challenges.  Newzware,  as  a  division 
ol  IC'ANON  Associates,  provides  the  software  solu¬ 
tions  to  manage  the  ibrmer  and  the  customer  support 
to  assist  with  the  latter.  Newzware  users  obtain  and 
share  information,  manage  their  resources,  generate 
revenue  and  remain  productive  all  within  the  protec- 
ti\e  framework  ol'New/ware  Software  Solutions. 
Most  importantly,  our  New'zware  users  develop  a  real 


Archive  In  A  Box  Website: 

Contact:  Mike  King  www.Archiv 

Phone:360-427-6300 
E-mail:  king@smalltownpapers.com 


Website: 

www.ArchivelnABox.com 


imJNewzware 

^  Division  of  I  CAN  ON 

comlbrt  in  the  knowdedge  that  w'c  arc  there  when  they  need 
us.  New'zw'are  support  is  unmatched  in  the  industry. 

Benefits  to  you  as  a  Media  Company  - 

The  new'  media  publishing  industry  is  a  marvel  of  evolution 
and  we  face  disruptive  changes  that  challenge  traditional  pub¬ 
lishing  methods.  Your  customers  are  getting  their  information 
in  new-  ways,  how'  w'ill  you  compete? 

New'zw'are  is  a  cost-eiTectivc  evolutionary  platform  that  wall 
help  you  produce,  assemble,  deliver  and  profit  from  your  ef¬ 
forts  in  the  modern  publishing  age.  IC'ANON  believes  that 
you  need  only  invest  in  these  softw'arc  tools  one  time.  The 
softw'arc  vendor  should  be  stable  and  responsible  I'or  keeping 
their  product  current  w'ith  technology  advances  and  meeting 
the  demands  of  its  customer  base.  That  is  w'hy  all  Newzw'are 
Customers  under  Maintenance  C'ontract  continue  to  receive 
all  New'zwvare  license  upgrades  at  no  additional  cost. 

Innovations  such  as  w'cb  portals  for  customer  interaction, 
digital  paid  content  management,  integrated  &  optimized 
mapping,  demographic  import  and  export  facilities  and  ex¬ 
pansive  reporting  are  all  internal  features.  Call  us  today  to 
discuss  your  future — 800  544-4450 


Who  We  Are 

ArchivelnABox^"  is  the  newspaper  scanning  service 
from  SmallTownPapers''".The  service  includes 
everything  —  shipping  &  logistics,  high  resolution 
scanning,  digital  copies,  hard  drives,  and  online 
hosting.  You  own  and  control  the  scans.  Work  on 
your  schedule  and  budget  with  no  contract 
commitment  -  it's  pay-as-you-go. 

How  would  a  newspaper  benefit  from 
your  product  or  service? 

As  the  steward  of  your  community's  published 
history,  you  know  the  value  of  your  printed 
newspaper  archive.  Digital  copies  preserve  your 
archive  and  make  them  accessible. Contact  us  today. 


media  solutions 

Wave2  Media  Solutions 

1 14Turnpike  Rd,Ste.203,Westborough,MA01581 
Contact;  Brian  Gorman 
Phone;  508-366-6383  Fax;  508-366-6387 
Email;  bgorman@wave2media.com 
Website;  www.wave2media.com 

COMPANY  PROFILE;  We  are  an  industry  leader  in  self-service  advertising  working  with 
hundreds  of  publishers  processing  thousands  of  jobs  every  day.  Our  solution  enables  a  pub¬ 
lisher  to  extend  their  reach  by  building  ads  and  selling  them  from  any  device  using  a  cloud- 
based  solution. 

BENEFITSTO  A  NEWSPAPER;  The  Wave2  solution  is  unlike  any  other  self-service  product. 
Rather  than  a"toor'  it  was  designed  from  the  ground  up  to  be  an  enterprise  platform  that 
offers  a  publisher  flexibility  and  their  advertise5  an  intuitive  experience.  We  integrate  with 
all  the  leading  billing,  pagination  and  digital  verticals  creating  a  seamless  environment 
from  order  taking  to  publishing.  It  becomes  the  last  self-service  solution  you'll  ever  buy. 
WHY  COMPANIES  CHOOSE  YOU:  We  offer  the  only  enterprise  level  self-service  platform. 
The  only  platform  that  supports  print  and  digital  advertising  for  any  type  of  category  and 
format  of  ad  a  newspaper  publishes.  Wave2  delivers  higher  revenue  at  a  much  lower  cost 
than  any  other  self-service  solution. 

HOW  ARE  YOU  DIFFERENT:  Wave2  is  the  only  self-service  solution  that  utilizes  Adobe  In- 
Design  Server  as  well  as  the  Wave2  Rich  Media  Server.  This  enables  a  publisher  to  offer 
both  print  and  digital  display  ads  from  a  single  platform.  Extremely  flexible  a  publisher  can 
use  their  own  branding  and  populate  the  ad  database  with  all  of  their  business  data  repli¬ 
cating  their  front  end  system.  This  enables  more  options  for  a  self-serve  customer  as  well  as 
a  seamless  workflow  into  the  publisher's  existing  billing,  pagination  and  digital  verticals  on 
their  website. 


Brokers 


Brokers 


EfeP  CLASSIFIED  ADVERTISING 


Phone:  800-887-1615 


E-mail:  classifieds(&editorandpublisher.com 


Fax:  866-605-2323 


Brokers 


Brokers 


Appraisers 


Appraisers 


KAMEN  &  CO.  GROUP  SERVICES 

For  Those  Who  Demand  Excellence! 
WWW.KAMENGROUP.COM 
Follow  us  on  twitter  at  www.twitter.com/kamengroup 

Customized  User-Friendly  25  Page  Appraisals  &  Business  Plans.  • 
The  Leaders  in  Valuing  Publications  -  Newspapers,  Magazines  &  Shoppers  ji 
New  York  (516)379-2797  •  Emaii:  lnfo(a,KamenOroup.com 
•  Expert  Valuation  Witness  •  Acquisitions  -  Mergers  -  Sales 
•  Appraisals  For  All  Print  &  Digital  Media 
•  Website,  B2B  &  Listing  Co.  Valuations  •  Worldwide  Service 
626  RXR  Plaza,  West  Tower,  6th  Floor,  Uniondale  NY  1 1 556 


Please  tell  them  you  saw  it  in  EfcrR 

To  advertise,  call  1-800-887-1615 


Whose  voice  do 
industry  leaders  seek?  { 

[  Just  ask  them.  ' 

"Kevin  Kamen  works  relentlessly.  Whenever  he  speaks  about  | 
:  the  publishing  business  or  companies,  I  pay  close  attention."  I 

I  -  Paul  Tash  (Mr.  Task  is  Chairman  of  the  Pulitzer  Board  i 

t  andCEO/Chairmanof  the  Tampa  Bay  Times.)  August  1,201 4  | 

"Kevin  Kamen  is  one  of  the  world's  best-known  and  most  | 

I  prolific  brokers  of  media  properties  and  companies."  [ 

-  Gypsy  C.  Gallardo,  CEO/Publisher  of  | 
The  Power  Broker  Magazine,  July  30,2014  j 


Kamen  &  Co.  Group  Services 

Publishing  Ctnnpuny  Appraisals  S:  livttkcring 


•  35  Years  Publishing  Experience 
•  Book,  Magazine  &  Newspaper  Company  Financial  Valuations 
.  Cilobai  Expertise,  Deep  Market  Knowledge,  Unmatched  Integrity 


Whosejudgement  do  they  trust?  I 

"Kevin  Kamen  correctly  predicted  as  far  back  as  2010  that  | 

a  buyer  would  be  willing  to  pay  $42  million  to  $51  million  for  I 

The  Journal ...  'They  paid  about  $4  million  to  $5  million  more  ; 

than  they  should  have,'  Kamen  told  WPRI.com  ...  Kamen  | 

suggested  Gatehouse  was  motivated  to  pay  a  premium  in 
part  to  ensure  a  competing  newspaper  chain  didn't  get  The  ' 

(Providence)  Journal  instead."  ? 

-  Ted  Nessi,  WPRI 1 2,  Providence,  Rhode  Island,  July  23, 2014  j 


Getting  it 
right  matters! 


Considering  selling  your  publication?  t 
You  should  have  your  title  financially  valued  i 
correctly  and  listed  for  sale.  Call  or  come  visit  | 
Kamen  &  Co.  Group  Services  to  assist  you.  | 


516.379.2797  •  626  RXR  Plaza  •  Uniondale,  NY  11556 
info@kaniengroup.coni  *  www.kamengroup.com 


KAMEN  &  CO.  GROUP  SERVICES 

We  know  valuations.  We  know  deal-making. 

We  know  the  industry. 

We'd  like  to  get  to  know  you,  too! 


626  RXR  Plaza,  West  Tower,  6th  Floor,  Uniondale  NY  1 1 556 
516-379-2797  •  info@KamenGroup.com 


info(§>kamengroup.com  www.kamengroup.com 

KAMEN  &  CO.  GROUP  SERVICES 

NY  (516)379-2797  •  FL  (727)786-5930  •  FAX  (516)379-3812 
626  RXR  Plaza,  Uniondale,  NY  11556 


Publications  For  Sale 


Publications  For  Sale 


GAUGER  MEDIA 
SERVICE,  INC. 

Dave  Gauger 

Consulting*Valuations*Sales'Mergers 
P.O.  Box  627,  Raymond  WA  98577 
(360)  942-3560 

www.gaugermedia.com 


Advertise  direct 
to  the  industry! 


Hl^inORerPUBLISHFR 


KAMEN  &  CO.  GROUP  SERVICES 

Family  owned  New  Mexico  Newspaper  &  Shopper,  Landmark  NY 
Shopper,  NC  Shopper  &  Auto  Mag,  Central  FL  Parent/Family  Mag, 
NM  GREEN  Construction/Health/Eco-Friendly  Newspaper,  Local  TN 
Mag,  South  Carolina  Tourist  Titles.  West  Coast  Independent 
Movie  Studio,  distributes  25  High  Quality  Films  Annually 
with  Multiple  Award/Oscar  Winners  seeking  investors. 


516-379-2797  •  info@KamenGroup.com 


fciitorandDublisner.com 


I  KHRUARY  201.'-.  |  E& I’  |  71 


Phone:  800-887-1615 


E&fP 


Fax:  866-605-2323 


Help  Wanted 


Help  Wanted 


Help  Wanted 


Help  Wanted 


ADVERTISING  DIRECTOR 

The  Deseret  News  is  seeking  talented 
beginning  and  experienced  reporters 
to  work  in  its  unique  integrated 
newsroom  of  newspaper,  TV,  radio 
and  web  journalists  collaborating  on 
breaking  news  and  enterprise  report¬ 
ing. 

Applicants  should  have  an  under¬ 
standing  of  news  beats  since  this  re¬ 
porter  will  be  writing  and  reporting 
about  topics  from  breaking  news, 
police,  health,  court  decisions  and 
politics,  to  specific  issues  involving  care 
for  the  poor,  education,  faith  and  reli¬ 
gion  and  how  these  and  other  areas 
affect  the  family.  We  value  innova¬ 
tion,  creativity  and  the  ability  to 
process  data  and  then  use  that  data 
to  find  stories  beyond  the  numbers. 
We  seek  to  shine  a  light  on  problems 
in  the  community  and  then  discover 
and  report  on  potential  solutions. 
Applicants  must  have  good  writing 
skills,  be  self-starters,  have  excellent 
news  judgment,  good  communica¬ 
tions  skills  and  an  exceptional  ability 
to  work  with  others.  Reporters  will 
write  primarily  for  the  Deseret  News, 
DeseretNews.com  and  KSLcom. 

The  reporter  will  also  need  to  dem¬ 
onstrate  a  commitment  to  Deseret 
Media  Companies  mission  and  values. 
( /)  f  tp://des  eretmanagement.com/ 
mission-statement/). 

Additional  Requirements: 

•  Bachelor's  degree 

•  One  to  five  years  of  experience 

If  you  are  interested  in,  and 
qualified  for  this  position, 
please  go  to 

https://deseretnews.  applican  tpro. 
com/jobs/I  80030.html 
and  complete  the  online 
application.  Please  include  a  cover 
letter,  resume  and  news  clips  with 
your  application. 


ADVERTISING  DIRECTOR 

The  Journal  Record,  an  award-win¬ 
ning  daily  general  business  and  legal 
news  source  in  Oklahoma  City,  has 
an  opening  for  an  experienced,  stra¬ 
tegic,  innovative,  and  results-orient- 
ed  Advertising  Director.  This  oppor¬ 
tunity  is  for  the  candidate  who  has  a 
keen  understanding  of  digital  and 
print  advertising  platforms  and  expe¬ 
rience  managing  and  motivating  a 
sales  team  to  achieve  the  annual 
sales  budget.  A  strong  understand¬ 
ing  of  audience  based  selling  is  criti¬ 
cal.  Experience  in  developing  and  ex¬ 
ecuting  sales  strategies  across  multi¬ 
ple  platforms  including  traditional 
and  digital  solutions  ranging  from 
display,  digital,  email,  video,  the  core 
newspaper,  sponsorships  and  niche 
publications,  is  vital. 

The  Advertising  Director  hires, 
coaches  and  trains  sales  people  and 
establishes  strategic  plans  for  growth 
of  advertising  revenue,  seeks  out  the 
means  of  increasing  market  share, 
and  generates  ideas  to  grow  our  list 
of  potential  and  active  clients.  In  ad¬ 
dition  to  managing  the  account  ex¬ 
ecutives,  the  advertising  director 
maintains  a  list  of  major  accounts. 
The  ideal  candidate  will  have  3-5 
years  of  media  management 
experience.  Interested  candidates 
should  submit  their  resume  along 
with  a  cover  letter  to 
careers@thedolancompany.com. 
We  offer  competitive  compensation 
and  a  comprehensive  benefits  pro¬ 
gram.  The  Journal  Record  is  part  of 
The  Dolan  Company  headquartered 
in  Minneapolis,  MN.  EOE. 


TO  PLACE  YOUR  AD 
CALL  JON  AT 
1-800-887-1615 


r  Presses 

Presses  1 

FOR  SALE 

•  12-unit  SC/SSC  COMMUNITY  press 
•9-unit  GOSS  SC  press  -  available  December  2014 
•  7-unit  COMMUNITY  with  UOP  unit  3-color  printing  unit 
•  13-unit  URBANITE  with  tri-color  printing  unit 
*4-unit  Harris  VISA  rubber  rollers  narrowed  to  print  25"  web 


NEWSPAPER  MACHINERY  LLC 

(913)  492-9050  •  inmc1@inlandnews.com  •  www.inlandnews.com 


DIRECTOR  OF  HOME 
DELIVERY  CIRCULATION 

Experience  and  critical  skill 
requirements: 

•  Ability  to  provide  leadership 
through  significant  organizational 
transformation 

•  Proven  and  demonstrated  experi¬ 
ence  working  with  an  independent 
newspaper  operation  that  is  able  to 
drive  results 

•  Excellent  communication  and  inter¬ 
personal  skills 

•  Resourceful  and  proactive  in  fully 
leveraging  knowledge  of  broader 
newspaper  operations  to  achieve  cir¬ 
culation  objectives 

•  Proactive  in  determining  priorities 
and  logical  problem  solving  skills 

•  Strong  organization  skills  and  abili¬ 
ty  to  manage  several  tasks 
simultane¬ 
ously 

•  Abilityto  work  across  multiple  de¬ 
partments  to  gather  information,  in¬ 
corporate  broader  thinking  to  ensure 
effective  decisions  are  made 

To  apply,  please  email 
steve.alexander@startribune.com 
or  visit  www.startribune.com/iobs. 


EXECUTIVE  DIRECTOR 

The  Missouri  Press  Association,  one 
of  the  most  active  and  storied  news¬ 
paper  associations  in  the  country, 
seeks  an  executive  director  to  lead 
the  organization  and  further  the 
cause  of  an  independent  and  thriv¬ 
ing  press. 

Duties  include  member  relations; 
government  relations;  sales,  market¬ 
ing;  community/industry  relations; 
public  speaking;  programs  planning; 
and  staff/administrative  manage¬ 
ment. 

Meaningful  experience  in  each  area 
is  a  job  requirement,  as  are  strong 
communications  skills,  superior  or¬ 
ganizational  ability,  and  professional 
polish. 

The  executive  director  manages  an 
eight-member  team  and  reports  to 
the  MPA  board  of  directors.  We  offer 
competitive  pay,  excellent  benefits, 
and  the  opportunity  to  work  in  a  dy¬ 
namic  university  community  —  Co¬ 
lumbia,  MO. 

Send  resume,  a  cover  letter  that 
addresses  how  you  fulfill  each  of 
the  above  criteria,  and  any  other 
supporting  materials  to 
jerobertson@columbiatribune.com. 

No  phone  calls  please. 


YOU  CAN  EMAIL  YOUR  AD: 

classifieds@editorandpublisher.com 


Long  Island  Business  News  is  seeking 
a  dynamic  editor  who  can  manage  a 
seasoned  newsroom,  keeping  local 
business  news  front  and  center  for 
our  readership.  We're  looking  for  a 
business  news  editor  who  can  help 
with  copy  editing  and  page  design, 
coaching  reporters.  The  ideal  candi¬ 
date  will  have  sharp  editing  skills,  a 
knack  for  headline  writing  and  pro¬ 
duce  compelling  pages.  The  editor  is 
at  the  heart  of  the  newsroom,  man- ' 
aging  the  budget  and  plays  a  key 
leadership  role  with  our  editorial 
team, 

LIBN  offers  up-to-the-minute  news 
on  politics  and  government,  technol¬ 
ogy,  real  estate,  finance,  health  care, 
law  and  small  business  in  both  print 
and  on  libn.com.  Our  web-site  fea¬ 
tures  blogs,  video  and  breaking 
news.  LIBN's  weekly  newspaper  con¬ 
tinues  to  produce  award-winning 
content  year  after  year.  The  publica¬ 
tion  has  also  been  recognized  na¬ 
tionally  for  its  layout  and  use  of  art. 
The  editor  is  the  driving  force  behind 
both  our  print  and  online  traffic.  This 
person  also  plays  a  role  in  being  the 
public  face  of  the  newspaper.  Three 
to  five  years  of  newsroom  manage¬ 
ment  or  similar  experience  is  a  must. 
Our  office  is  located  in  the  middle  of 
Long  Island.  New  York  City  is  45  mi¬ 
nutes  to  our  west;  the  Hamptons  are 
to  our  east  and  there  you  can  find 
some  of  the  most  beautiful  beaches 
in  the  world.  Throughout  Long  Island 
are  plenty  of  the  world's-class  fair¬ 
ways.  At  a  moments  notice  you  al¬ 
ways  have  the  opportunity  to  head 
out  on  an  exciting  fishing  excursion. 
There's  always  plenty  to  see  and  do 
on  Long  Island. 

Please  email 
scott.schoen@libn.com 
or  visit  libn.com 


What  is  the 
worst  that  can 
happen  if  you 
don't  advertise? 

NOTHING! 

KDI  rORerPUBLISHER- 

For  more  info,  call 

1-800-887-1615 

oditorandpublisher.com 
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GENERAL  MANAGER - 
PRODUCTION 

Gannett  Publishing  Services  is  seek¬ 
ing  a  General  Manager  for  its  Phoe¬ 
nix,  Arizona,  manufacturing  facility. 
Under  the  direction  of  the  Gannett 
Publishing  Services,  Regional  Vice 
President,  the  General  Manager  is  re¬ 
sponsible  for  overseeing  the  overall 
operations  and  sales  efforts  of  the 
Phoenix  production  operation.  The 
General  Manager  will  create  and  fos¬ 
ter  a  challenging  and  stimulating  en¬ 
vironment  that  serves  to  retain  and 
promote  employees.  Position  re¬ 
ports  to  Greg  Fiorito,  Regional  Vice 
President. 

Responsibilities: 

•  Managing  day-to-day  operations, 
maintaining  quality  and  productivity 
standards,  plant  financial  perform¬ 
ance,  budgeting,  capital  submissions, 
and  management  of  department 
managers. 

•  Local  commercial  printing  sales, 
customer  service,  and  support  of  na¬ 
tional  sales  efforts  in  order  to  maxi¬ 
mize  asset  utilization. 

•  Ensuring  adherence  to  corporate 
mandates/directives,  suggesting  and 
gaining  approval  of  standard  operat¬ 
ing  procedures  (SOPs),  implementa¬ 
tion  of  SOPs  &  service-level  agree¬ 
ments  (SLAs),  safety,  environmental 
and  OSHA  compliance. 

•  Managing  the  printing  and  packag¬ 
ing  plant — consisting  of  multiple 
presses/shifts  within  a  complex 
newspaper  and  commercial  printing 
operation. 

•  Managing  direct  reports  at  the  de¬ 
partment  level  and  indirect  reports  at 
the  shift  manager  and  supervisor  lev¬ 
els.  This  position  and/or  his/her  di¬ 
rect  reports  may  be  asked  to  provide 
support  within  the  region  and  be  the 
primary  liaison  to  local 
publisher(s)/GM. 

•  Facilities  management  at  the  local 
level. 

Qualifications: 

•  Ten  years  of  industry  experience. 

•  At  least  5  years  experience  at  a  se¬ 
nior  management  level. 

•  Experience  with  managing  in  a 
unionized  workplace. 

•  BA  degree  or  equivalent  experience. 

Exercises  a  fundamental  willing¬ 
ness  to  learn;  identifies  imaginative 
and  resourceful  solutions  to  prob¬ 
lems;  thinks  outside  the  box;  knows 
there  are  better  ways  to  do  things 
and  seeks  opportunities  to  explore 
creative  solutions. 

To  apply  contact 
svernon(^gannett.com 
or  visit  www.gannett.com 


Visit  us  online  at: 

www.editorandpublisher.com 


HOME  DELIVERY 
ACQUISITION  MANAGER 

BH  Media  Group  is  a  rapidly  growing 
family  of  award-winning,  top-of-the 
line  newspapers,  specialty  publi¬ 
cations  and  online  products  located 
in  quality  markets  and  producing 
essential,  timely  information  for  their 
communities.  BH  Media  Group  is  a 
Berkshire  Hathaway  Company. 

The  Omaha  World-Herald,  a  BH 
Media  Group  Newspaper,  is  currently 
looking  for  dynamic,  top  performers 
to  join  our  team. 

Home  Delivery  Acquisition  Manager 
NATURE  AND  SCOPE:  This  position 
interacts  with  the  marketing,  news, 
public  relations  and  advertising  div¬ 
isions  as  well  as  circulation  manage¬ 
ment  in  the  creation  and  execution 
of  marketing  and  sales  initiatives. 
PRIMARY  FUNCTION:  Develops,  plans 
and  implements  marketing  and  sales 
programs  effective  in  increasing 
circulation  sales  and  penetration 
consistent  with  the  strategic  direct¬ 
ives  of  the  division  and  company. 

The  Omaha  World-Herald  offers  an 
excellent  compensation  package. 
Benefits  include:  Matching  401  (k) 
plan,  access  to  an  on-site  gym  & 
cafeteria  (downtown),  wellness  pro¬ 
gram  and  accrued  paid  vacation  after 
30  days  of  employment. 

Please  apply  online  at 
www.owh.com  or  e-mail  your 
resume  to  jobs@owh.com 
Equal  Opportunity  •  Employer 
Pre-Employment  Drug  Screening  is 
required  •  This  Employer  E-Verifies 


E&P. 

ED1TOR&7  PUBLISHER.! 

HELP  WANTED 
AD  SPECIAL! 

Up  to  100  words: 

$50.<» 

Additional  copy: 

$20.®® 

per  35  word  increment. 


For  more  information 
or  to  place  an  ad,  callJon  at 

1-800-887-1615 


SENIOR  EDITOR  -  CHICAGO,  IL 

The  American  Dental  Association  is 
dedicated  to  promoting  the  public's 
health  through  its  initiatives  in  re¬ 
search,  education,  advocacy,  public 
awareness  and  the  development  of 
standards.  We  have  an  exciting  op¬ 
portunity  for  a  Senior  Editor. 

Position  Responsibilities:  This  posi¬ 
tion's  main  responsibilities  include, 
but  are  not  limited  to,  working  with 
ADA  leadership,  volunteers,  mem¬ 
bers  and  national,  state  and  local  as¬ 
sociations  and  governments  to  re¬ 
search,  interview,  write,  edit  and  pro¬ 
duce  news  and  feature  stories  pri¬ 
marily  for  ADA  News  and  ADA.org 
covering  all  issues  related  to  the  pro¬ 
fession;  helping  the  Association  de¬ 
liver  news  of  its  policies  and  services 
to  members  through  contact  with 
ADA  leadership  and  key  volunteers 
and  staff;  providing  support  to  other 
ADA  Publishing  publications,  social 
media  or  other  content/products  as 
needed;  and  providing  photo  sup¬ 
port  to  ADA  and  serving  as  a  re¬ 
source  to  members  on  stories. 
Requirements:  This  position  has  the 
following  minimum  requirements: 

•  Bachelor's  degree. 

•  Minimum  of  3  years'  experience  in 
newsgathering  and  content 
creation. 

•  Writing,  editing  and  reporting  with 
a  general  circulation  newspaper, 
association  or  corporate  news 
publication. 

•  Excellent  writing,  interpersonal  and 
communication  skills. 

Highly  desirable  skills  include:  Knowl¬ 
edge  of  health  care  issues,  associa¬ 
tion  experience,  page  layout  training 
(such  as  InDesign);  experience  in 
page  design  including  photo  editing, 
page  composition  and  creative  use 
of  type,  color  and  photos;  and  famili¬ 
arity  with  Associated  Press  stylebook. 

Please  apply  online 
via  our  website: 
www.ada.  org/careers.  aspx 
EOE/M/F/D/V 
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CLASSIFIEDS 

Advertise  your  business 
or  service  for  as  low  as 

$35.00 

I  per  monthl _ 

For  more  info,  call 

1-800-887-1615 


SPORTS  EDITOR 
OPPORTUNITY  TO 
MAKE  YOUR  MARK 

The  Sports  Editor  we  seek  will  be  a 
dynamic  professional  who  under¬ 
stands  that  local  and  prep  are  key  to 
a  vital  community  sport  section  that 
delivers  in  a  suburb  of  Los  Angeles, 
one  of  the  nation's  largest  sports 
markets.  Our  Sports  Editor  will  be  a 
planner  who  can  communicate  a  vi¬ 
sion  and  inspire.  You  will  lead  a  tal¬ 
ented  young  staff  of  reporters.  Suc¬ 
cessful  candidate  will  have  an  eye  for 
design  and  grasp  of  a  diverse  report 
that  includes  community  and  youth 
sports.  Our  writers,  photographers 
and  editors  win  numerous  awards 
and  we  require  a  seasoned  sports 
Journalist  with  initiative,  creativity, 
and  a  desire  to  build  on  solid  ach¬ 
ievement.  The  Antelope  Valley  Press 
Sports  section  earned  best  overall  in 
its  circulation  class  from  California 
Newspaper  Publishers  Association. 
Compensation  based  on  experience 
and  demonstrated  achievement- 
benefits  excellent  standards  high. 
Our  location,  90  minutes  from  the 
beach  with  close  access  to  mountain 
winter  and  outdoor  sports,  offers 
great  Southern  California  geography. 
To  apply,  send  resume,  clips, 
and  references  to: 
Antelope  Valley  Press, 

P.O.  Box  4050, 

Palmdale,  CA  93590-4050  or 
e-mail  to  personnel@avpress.com 


THIRD  PARTY 
CIRCULATION  MANAGER 

Responsible  for  managing  various 
newspaper  publisher  and  wholesale 
distributor  relationships  on  behalf  of 
the  New  York  Times  throughout  the 
Northeast  region.  This  position  works 
directly  with  publishers,  such  as  the 
Philadelphia  Inquirer  and  Providence 
Journal  to  ensure  contractual  cus¬ 
tomer  service  expectations  are  met. 
Will  act  as  the  primary  point  of  con¬ 
tact  for  distributors  on  all  home  de¬ 
livery  issues  while  providing  consis¬ 
tent  performance  analysis,  training 
and  consultation  that  result  in  service 
improvement.  Must  be  a  self-starter, 
have  5-10  years  in  the  newspaper  in¬ 
dustry,  must  reside  within  the  territo¬ 
ry,  willing  to  travel  throughout  the 
Northeast,  possess  strong  communi¬ 
cation  &  organizational  skills. 

Please  apply  online  at 
www.pcfjobs.com 


CALL  AND  PLACE 
YOUR  AD  TODAY: 

1-800-887-1615 


editorandpublisher.com 
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Shoptalk /commentary _ 

Don’t  Call  It  Advertising  Anymore 


Hy  I  WeuN’cr 

Exactly  20  years  ago,  I  was 
part  of  the  team  that  sold 
the  very  hi  st  banner  ads 
on  the  World  Wide  Web. 
On  Oct.  27,  19.94,  Wired  maga¬ 
zine  flipped  the  .switch  that  lit  up 
1  lot  Wired,  the  “eyberstation”  that 
ushered  brands  like  IBM,  Volvo, 
MCI,  Club  Med  and— famously— 
.Vr&T  into  the  digital  age.  From  the 
humble  origin  of  a  dozen  brands 
paying  $15,000  per  month  for  static 
banner  placement  with  zero  analyt¬ 
ics,  Web  advertising  is  now  closing 
in  on  $50  billion  in  annual  spending. 

At  precisely  the  same  moment, 
the  banner  ad  (and  related  forms 
like  the  15-second  video  pre-roll  and 
the  mobile  display  ad)  has  become 
a  social  touchstone  that  evokes  a 
firestorm  of  condescension  and  con¬ 
demnation  at  every^  turn.  But  can  the 
digital  ad  business  really  have  been 
built  and  sustained  through  such  a 
flawed  deliveiy  vehicle? 

Digital  advertising  was  born  to 
an  Internet  that  people  read  and 
watched.  And  advertising— well, 
that  was  a  practice  to  be  grafted 
onto  the  Web  from  other  forms 
of  publishing  and  broadcasting  as 
technology'  and  bandwidth  allowed. 
'I'hose  first  crude  banners  eventually 
gave  way  to  larger,  more  picturesque 
‘magazine'  ads  and  then  to  'JA^-style 
video  spots.  The  business  grew  even 
as  it  continued  to  miss  the  larger 
point. 

Ox  er  these  txvo  decades,  the  Web 
has  become  something  everyone 
does— not  something  they  watch  or 
read.  We  look  for  answers,  we  pass 
jokes  back  and  forth  to  one  another. 


we  buy  stuff,  and  we  settle  argu¬ 
ments.  Always  on,  always  in  our 
hands,  the  Internet  has  become  an 
extension  of  us  as  people.  But  adver¬ 
tising,  mostly,  has  not  kept  up.  And 
docs  content  no  longer  matter?  Or 
does  it  matter  more  than  ever?  The 
maddeningly'  simple  ansxver  is  that 
it  matters  when  it  matters;  xvhen 
it’s  closely  aligned  xx'ith  the  experi¬ 
ence  the  consumer  is  lix'ing  at  that 
moment  in  time.  And  not  for  its  oxvn 
sake. 

Two  dominant  trends  in  digital 
adx'ertising  today'  are  data  optimiza¬ 
tion  and  the  programmatic  trading 
of  advertising  display  opportuni¬ 
ties.  Both  of  these  are  critically' 
important,  “hard  trends,”  and  they'  ll 
continue— to  some  point— to  usher 
more  dollars  into  digital  channels. 
But  they  are  also  both  exercises  in 
dix'ision  and  reduction:  Help  me 
s/wxo  my  ad  to  fewer  of  the  people 
who  don’t  matter;  help  me  buy  fexoer 
of  the  ads  that  don't  xaork  or  don’t 
matter. 

'flic  next  great  era  for  the  ad¬ 
vertising  business  xxill  unfold  only' 
when  we  realize  that  adx'ertising  in 
a  digital  xvorld  matters  most  xvhen  it 
least  resembles  adx'ertising.  Google 
and  (to  a  lesser  and  less  consistent 
degree)  Facebook  start  the  value  cre¬ 
ation  at  the  point  of  consumer  action 
and  intent.  The  form  that  “advertis¬ 
ing”  takes  is  malleable  and  built  into 
the  experience:  a  helpful  suggestion 
x'ia  some  text  as  they  ansxver  my 
search  queiy;  a  post  from  a  marketer 
on  atopic  around  which  I’m  already' 
active.  BuzzFeed  has  made  a  huge 
splash  by  helping  marketers  create 


just  the  kind  of  snackable  content- 
MeNuggets  that  xve  already  like  to 
trade  xx'ith  one  another  across  the 
veiy  platforms  — Facebook,  Twitter, 
Tumblr— xvhere  xx'e  already'  trade 
them. 

But  this  is  the  tip  of  the  iceberg. 
Many'  current  techniques  xx'ill  look 
as  archaic  in  2024  as  the  earliest 
banners  look  today.  But  the  compa¬ 
nies  and  leaders  xx'ho  xxdll  endure  and 
thrix'e  are  those  xvho  consistently 
ansxx'er  a  different  set  of  questions: 

What  is  the  consumer  doing  today 
xvith  digital  tools,  and  lioxc  can  1  help 
her  do  it  better?  And  hoxa  might  xoc 
create  new  value  by  blending  dis¬ 
covery,  commerce  and  prodiictivity 
into  a  nexo  experience  to  be  shared  by 
consumer  and  marketer? 

This  is  an  existential  moment  for 
all  of  xx'hat  used  to  be  called  Madison 
Avenue  and  “the  Media.”  Because 
xx'hen  Wired  flipped  that  sxx'itch  20 
y'ears  ago  they'  also  set  in  motion  a 
chain  of  events  that  prompts  the  re¬ 
imagination  of  all  advertising. 

f'rom  this  point  forxvard,  don’t  call 
any  of  it  advertising.  It  xvill  either  be 
something  much,  much  bigger— or  it 
xx'ill  be  background  noise.  ■ 

Over  the  past  IJ  years,  Doug 
Weaver  has  xvoxked  xvith  more  than 
600  leading  companies,  including 
Facebook,  Apple,  CBS,  The  Wall 
Street  Journal,  ESPN,  and  The 
Nexv  York  Times.  His  company, 
Upstream  Group,  has  saved  media 
customers  around  the  US.  and  on 
five  continents. 
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Hit  gives  me  great  pleasure  to 

announce  the  immediate 
availability  of  our  new  HTML 
Multi-Screen  ad  offering! 

This  offering  enables  you  to  monetize  your 
premium  display  inventory  at  top  tier  CPM 
across  all  desktop,  tablet  &  mobile  devica^^B 
you  will  love  our  flexible  working  rela^iqiEgi^^ 
structure...  •  ' 
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News  media  companies  are  going  through  radical  changes!  Radical  changes 
require  radical  innovations.  That's  why  we  merged  together  four  of  the 
leading  media  software  companies.  We  came  up  with  the  radical  idea  that 
we  should  combine  our  talents  and  technologies  to  help  transform  our 
industry.  We  believe  it’s  the  only  way  we  can  all  break  through  to  success; 


